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The El Producto Story 


An interview with Paul Rand, executive 
art director of William H. Weintraub, 
reveals the interesting facis behind 
this notable cigar advertising campaign. 
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Fotosetten Types ane Better! 


From A to Z, Intertype Fotosetter type laces 
are better because... 
1) The Fotosetter machine for the first time in history frees the 

type designer from all mechanical limitation. He now 

takes full advantage of his creative talent—even in the design 
of beautiful, extreme kerning tlalies and joining seripts. 
If it isn’t made by 2) Fotosetter composition comes directly from 

INTERTYPE, it isn’t a FOTOSETTER. the machine in the form needed for platemaking. The 

type is solid black. razor sharp—trom the 


smallest sizes to giant blow-ups. 


Po | Today the Fotosetter type face library offers 


a wide choice of designs lor every « lass of printing Sol 
and many others are in production, 
° Discuss your type requirements with your 
Intertype Corponation nearest Fotosetter user. He will explain the many 
360 FURMAN STREET, BROOKLYN 1, NEW YORK advantages of Fotosetter typography. 


Cuicaco 10, San Francisco 11, Los Anceces 15, New Orteans 10, Boston 10 
In Canada: Toronto Type Founpry Co. Lrp., Toronto Set in Fotosetter Bodoni Book and Futura Demibold Script 
Montreat, Winnipec, Vancouver, Hatirax Fotosetter 


. for more details circle 904, page 97 
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Next Month in AR... 


A Double Feature 













How to Arrange Product Tie-Ins 
Two experts who have of prove their points tel] h: 
: saan ienadines seine eek Scan campaigns, aeuliing 





programs, promotion and public relations drives. 
e Tie-Ins Help Put Skotch Kooler on the Map 
Myron Piker, vice president of Hamilton Metal Products Co., tells how an 
organized program of | a ee 
amazing success of Skot 
e How to Make Fashion Tie-Ins Pay Off 
Annette Green, Lentheric Perfumes’ director of publicity, explains how the 
introduction of new cosmetic items was keyed to spring fashion trends 
with added promotion values for all concerned. 





The “Taking” of a Man of Distinction 
Lord Calvert’s “Man of Distinction” ads have been one of the nation’s 
most successful magazine campaigns. Getting the photographs requires 
lots of pre-planning and hard work. AR presents a case history which 
tells how a typical ad is produced. 


% | Lee Gets Its Hats Out Front 


alin 


Until recently hats were frequently one of the most poorly promoted 
pieces of merchandise in the men’s store . . . but times have changed. 
One of the factors behind this development has been the highly effective 
promotion job of the Frank H. Lee Co. 





e Why the TV Producer Should be Interested in Music Promotion 


Hit songs have played an important role in promoting movies . . . and 
they can do the same thing for tv shows. An expert tells how. 


e Putting a “Label” on Coal 


OTHER Peabody Coal Co. had a tough production job . . . trying to figure out a 
SPEC way to label its coal. Ad Manager Robert Neal tells how it was done. 

IAI e Open House for Open Hearths 
FEATURES 


oe plant tours on a regular schedule has paid off in big divi- 
dends for Kaiser Stee] Corp. 


e Etched Type vs Electroplated Type Patches 


A Kansas City agency conducted a survey to determine which method 
was best for reproducing type in ads. 
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Your case is one that is common to many adver- 
tising production men and it calls for the services 
of a specialist. 

International Color Gravure is just that...a 
specialist in rotogravure. Here you will find a 
complete staff of highly skilled technicians in 


the art of gravure engraving. 


Life will seem much less complicated if you 
call in International Color Gravure on your next 
rotogravure job. They'll take over your copy, 
vour schedules and your headaches. They’re ex- 
perts in preparing positives the way the publica- 
tion wants them. And in time to meet the closing 


dates too. 


39 West 60th St., New York 23, N.Y. Byte liga eee)! 


PHILADELPHIA—Widener Building LOS ANGELES—122 Glendale Boulevard 
Rittenhouse 6-216] Phone MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17, N.Y. Telephone Plaza 3-9468 
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THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 


CRAFIONE - You WIN! 


oe ” The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and réverse patterns (white). Just strip it on... burnish it 
down ...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


Hi- vou WIN! 


Alphabets . . . Numerals .. . Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation . . . saves 
money for artists/ designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 
reproduction! FREE pattern chart at your Craftint dealer, or write direct. 
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JUST BETWEEN US 


No Ivory Towers for Admen 


In these competitive days, when good merchandising is needed to make 
advertising and promotion dollars pay off at the cash register, there is 
little opportunity for creative thinking done in an ivory tower. Solutions 
to problems demand careful definition of exactly what situations require 


special effort, and the kind of promotional aids needed to overcome sales 
resistance. 


That is why successful advertising and merchandising executives hit 
the road frequently. They not only need an opportunity to present their 
programs in person to sales organizations, distributors and dealers, but in 
addition they want to get the feel of the competitive battle right out on 
the firing line. When they return to their offices, their planning can be 
done in the light of the practical problems which confront all of those 
concerned with distributing and selling the product to the final customer. 



















Good plans and good promotion seldom operate automatically. The 
spark of personal enthusiasm is needed to get them into successful use and 
application. The manufacturer who hears that some of his finest display 
pieces have never seen the light of day in many dealers' stores, and that 
thousands of his expensive booklets and other sales aids have gathered dust 
under the counters, shouldn't blame the design or production of the 
material, but lack of personal follow-through to create enthusiasm among 
all of those who are a part of his merchandising team. 


There may be geniuses in this business who can dream up a great idea 
or pull it out of thin air, like a magician. For most of us ordinary 
mortals, however, it's necessary to get out in the field, find what's 
actually going on, and then make plans which take account of all of the 


human factors on whose active cooperation the success of the program will 
ultimately depend. 













G. D. Crain, Jr. 
Publisher 
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We're as PROUD as a PEACOCK: 


— eT Ye 


\ ‘ 


... over the NEW, improved 


EQUATOR Index Brigto 
by SORG 


Now at last, a tough index bristol with a beautiful blue-white color that can match 
the finest of coated white papers. Another of the developments that have come from 
Sorg research laboratories to Sorg production lines to bring you quality papers to 
meet the demanding specifications of modern day printing. 

And remember .. . in addition to this superb new whiter-than-white stock, EQUATOR 
Index Bristol is also available in the six popular colors of Canary, Cherry, Blue. Buff, 
Salmon, and Green that have made this famous Sorg line one of the fastest selling 
index bristols on the market. 


FREE SWATCH FOLDERS of the 


new Sorg’s Blue-White 
EQl 


{TOR Index Bristol and its companion six colors, are 


available through Sorg Paper Distributors in all major cities or 
by writing direct today to Dept, 


{R-6 The Sorg Paper Com- 
pany, Middletown, Ohio. 


Because of its uniform thickness, finish, and color, . . its snap 
and durability ... SORG’S EQUATOR Index Bristol is ideally 
suited for printing File Record Cards ... Time Cards . .. Stock Inven- 
tory Cards... Checking Tickets ... Follow-Up Forms . 


.- and scores of 
other factory and office record forms. 


THE SORG PAPER COMPANY 


Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 


EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 
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THE EDITOR'S 


> Charlie Morris, whose articles on 
paper have been favorites with AR 
readers, reports on an interesting 
survey his company, Henry Linden- 
meyr & Sons, a division of Hubbs 
Corp. (New York), has just com- 
pleted. 

Lindenmeyr was skeptical of the 
“doom and gloom” forecasts being 
offered by many business prognosti- 
cators. To find out just what was go- 
ing on in the printing business, the 
company made a survey of printers 
and lithographers in the New York 
area. 

The results were most encourag- 
ing: 

e 54% saw better business in 1954 
than a year ago—the graphic arts in- 
dustry’s all-time high. 

e 41° predicted business would con- 
tinue on a par with 1953. 

e Only 5% expressed “dim” views. 

To add some facts to the predic- 
tions, Lindenmeyr asked the print- 
ers and lithographers about first 
quarter sales for 1954. The answers: 
e 62% said sales had kept pace with 
1953. 

e 16% said sales were ahead of last 
year. 

e 22° reported sales lower than in 
1953, but only 13°, of this group con- 
sidered business as “slow.” 


> Just in case you have missed our 
“Orchids for Suppliers” feature this 
month or in other recent issues, it 
might be well to explain that we 
have decided to carry it on an every- 
other-month schedule. Every month 
we find ourselves faced with the old 
problem of “trying to get a quart of 
milk into a pint bottle.” We just 
don’t have space enough to include 
many things we would like to pre- 
sent to our readers. 

For readers who may have joined 
our audience since we first intro- 
duced this special feature in the July 


/|/ 
ei hy 
NOTH 


} 


AR last year, it might be well to ex- 
plain that AR has arranged to send 
certificates of recognition to adver- 
tising suppliers who have done an 
outstanding job for our readers. Our 
feeling was that, far too often, adver- 
tising suppliers fail to receive the 
recognition they deserve for their 
creative assistance in the production 
of advertising. 

If you haven't already sent in the 
names of your own favorite adver- 
tising suppliers for this recognition, 
we'd like to urge you to do so. Edi- 
torial Assistant Pat Ley, who keeps 
the records on suppliers who are 
nominated, makes a special request 
—wherever possible, please include 
street addresses of your nominees. 


oS 
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>The Air Express people came up 
with an inexpensive, yet highly ef- 
fective, promotion the other day. 
Along with a letter from Vice-Presi- 
dent K. N. Merritt was a sheet of 
newsprint with a purpose. 

The purpose: learning to make a 
pressman’s hat. Said the letter: “Be- 
ing so close to the graphic arts, you 
undoubtedly know what a printer’s 
hat looks like. And even if you've 
never made one, you'll find it’s no 
trick at all to work one up—by fol- 
lowing the numbered instructions on 
the sheet enclosed.” 

With the aid of some of Associate 


Display typefaces in this issue . . 


. Page 13—tLydian Bold & Bold Italic 
Italic; 19—P. T. Barnum & Lining Gothic No. 


Lydian Bold Condensed G Bold Italic; 31—Dom Casual; 
Condensed; 41—Venus Extrabold Extended & Spartan Black Italic; 45 
G&G Spartan Black; 51—Studio G Spartan Heavy; 57—Ultra Bodoni G Modern 
G&G Spartan Black; 67—Venus Extrabold Extended, Tempo Heavy & Spartan Heavy; 71 


Lydian Bold G&G Bold 
21—Hand lettering G Spartan Heavy; 27— 
37—Lydian Bold, Bold Italic G Bold 
-Venus Extrabold Extended 
Italic; 63—Mandate 


-20th Century 


Ultrabold & Spartan Black; 75—Ultra Bodoni & Modern Italic; 79—-20th Century Ultrabold, Studio 


G Spartan Black; 85—20th Century Ultrabold G Spartan Heavv; 91—Bernhard Modern 


Bold Italic 





\ 
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PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 
COLOR PROCESS 
LITHO PLATE SERVICE 


Pontiac has all seven of these 
services available under one 
roof and one management. 
Individually or collectively 
they are the product of a 
company skilled in help- 
ing you meet production 


problems and deadlines. 


4 
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By 
G “f 
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PONTIAC 
ng & 
adootype (a 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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Stickin Around 
with KLEEN-STIK 
LABEL IT with KLEEN-STIK ! 


Labels have to do many jobs on 
many different products—and 
wherever the job is extra-difficult, 
dollars to doughnuts you'll find a 
KLEEN-STIK label! Take a look- 
see at some of the clever uses devel- 
oped for this slick, moistureless 
adhesive: 


In Season—ANY Season! 


To help dealers sell more candy at 
every holiday season, SIERRA 
CANDY CoO. of San Francisco 
opate sa fittin’ and roe sEEN- 

IK labe | to each box of the sweet 
stuff as it’s packed. Results: busy 
merchants have an effective seasonal 
display—but when the _ holiday’s 
past, they can peel off the label 
quick and easy, leaving a regular 
“un-dated”’ package! his good- 
lookin’ series of attachments was 
designed and produced for fast, 
automatic dispensing with an able 
assist from AL BAILEY of EAST- 
MAN TAG & LABEL CO. A 


sweet job! 


Sound Off...Sound On... 


When sound engineers tape-record 
decibels and stuff, they | often have 
to mark “‘start-and-stop”’ and other 
info on reels. AMPEX ELECTRIC 
CORP. makes it easy with a printed 
die-cut label, accurately calibrated 
to the nth degree. JIM FORD, of 
Ampex’ Purchasing Dept., worked 
out this helpful wrinkle, in co-op 
with BILL DE JUNG, v. p. of 
HOOPER PRTG. & LITHO CO., 
San Francisco. Of course, they chose 
KLEEN-STIK, the modern sei/f- 
stickin’ material with “‘built-in” ad- 
hesive. The technician simply 
p-e-e-l-s ; the backing and presses the 
mé arker in place. In case of changes, 
it’s “off with the old, on with the 
new” in seconds. “Sound” thinking, 
we'd say! 
Labels are just one category where 
KLEEN-STIK shines! This ever- 
stickin’ adhesive also makes super- 
selling shelf strips, back-bar pieces, 
bumper strips, die-cut displays, 
and loads of other P.O.P. See your 
regular printer or lithographer for 
stock, samples, and creative help— 
or write for our ‘*Ildea-of-the- 
Month” service —free. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Editor Bert Enos’ “backshop” ex- 
perience, we managed to turn out a 
pressman’s chapeau and our 
guess is that a similar bonnet took 
form in a lot of agency production 
departments, advertising offices and 
other spots the same day. 

The letter had an effective tie-in 
based on “tricks of the trade” and 
there also was some “point of pur- 
chase” advertising on the hat itself. 
Who knows, maybe the next adver- 
tising medium will be women’s hats. 
It’s a sure bet that a lot of them pro- 
vide a big traffic count. 


> Ingenious, those Englishmen! A 
recent press release from Nathan H. 
Miller Advertising in Boston tells of 
the availability in the U. S. of the 
“Fonadek,” widely used in the Brit- 
ish Empire. 
The Fonadek is a compact device 
that sits on your desk and holds the 
telephone for 
you — leaving 
your hands free. 
According to the 
release, “Fona- 
dek needs no 
plugging in... it 
runs on ordinary 
batteries. In use, 
Fonadek’s elec- 
tronic heart picks 
up and amplifies voices on both ends 
of the phone. Conversations are car- 
ried on in normal tones. Volume can 
be regulated by a control button.” 
This may be all well and good, but 
we just can’t help but feel an urge 
to resist the march of progress. As 
Marilyn Monroe can testify—it’s get- 
ting so that nothing is private any- 
more. Come to think of it, there are 
some advantages to the lack of 
privacy. 


>We are particularly pleased with 
one report from the 23rd National 
Packaging Exposition at Atlantic 
City. Monsanto Chemical Co. pro- 
vided visitors with cups of steaming 
coffee served in a new kind of “take- 


out” container. The new containers 
are the product of Sealright Co. Inc. 
and, because they are plastic lined, 
manage to get rid of that “paper 
taste” that has eliminated much of 
the enjoyment of the nighttime cof- 
fee break at deadline time. 

Hot coffee wasn’t the only attrac- 
tion at the Monsanto exhibit, how- 
ever. Monsanto representatives es- 
tablished a new note in sartorial 
splendor. All wore Tattersall vests 
with neat block M’s substituting for 
the more familiar checks. The vests, 
in a variety of colors, were designed 
by William Anton Lang, Monsanto’s 
advertising services manager. 


>It doesn’t always take a brand new 
gimmick to pep up a convention ex- 


Lucky Key... A.A. Steiger, president of 
Tel-A-Sign Inc., presents the prize from 
a treasure chest which was part of the 
firm’s POPAI show exhibit to Norma Cass, 
who held the lucky key which opened the 
chest. 


hibit. Good evidence of this fact was 
established by Tel-A-Sign Inc., Chi- 
cago sign maker, at the POPAI show 
in New York. 

Tel-A-Sign was one of the exhibi- 
tors who were forced to take space 
on the mezzanine, 18 floors away 
from the majority of exhibits, at the 
Statler hotel. But the distance was 
offset by a tried-and-proved atten- 
tion-getting gimmick —the locked 
treasure chest. 

Visitors received a key to a locked 
chest in the Tel-A-Sign exhibit. The 
person with the key which would 
unlock the chest got the “treasure”— 
a Polaroid-Land camera. 

The chest was opened by Norma 
Cass, a Pan-American airways stew- 
ardess, who was employed at a 
Pepsi-Cola refreshment booth dur- 
ing the show—but not before thou- 
sands of visitors had come to the 
Tel-A-Sign booth to try their luck. 


>Far too often the “old line” gim- 
micks are forgotten in the continu- 
ous search for something “new and 
different.” This is true, of course, not 
only of convention exhibits, but in 
almost every form of advertising. 

We have particularly noticed the 
recent lack of the old stand-bys in 
advertising specialties. We are still 
using a well-worn letter opener, for 
example, which we received nearly 
10 years ago. 

It would seem a good policy to 
check over the successes of the past 
more often and see if perhaps they 
haven’t once again become “new and 
different” because of a long rest. 


> Every once in a while we get a 
press release or photograph that is 
just too good to turn down—even if 
we don’t really have a spot for it. 
One such item was a photograph Bob 
Gardner of Gardner & Jones (Chi- 
cago) turned out for his client, Car- 
ter & Galantin, during the POPAI 
show in New York. 





The picture featured model Dotty 
Frame; Yoicks, a beagle pup from 
Gimbel’s pet shop, and the Sellavox, 
a half-pint size record player made 
by Carter & Galantin (see cut). 

Anyone care to comment about a 
“dog’s life?” 


>In the course of building AR, we 
feel that we have made an important 
“discovery” in bringing to light the 
talents of a young Chicago artist. If 
we may be permitted to hazard a 
prediction, we feel that the adver- 
tising world will be seeing a lot more 
of the work of Dick Fojut. 


Although he has been free-lancing 
for the past six years, artist Fojut is 
still relatively a beginner. He began 
contributing cartoons to our columns 
about a year ago and impressed us 
with his versatility in cartooning 
techniques. 


“We used fluorescent colors!” 


We were particularly impressed 
with the fine job he did on the car- 
toon for the March AR cover (“We 
Used Fluorescent Colors’’) and the 
special piece to illustrate “The Great 
Premium Boom” (May AR, page 29). 


Another facet to his quickly-de- 
veloping skill is shown in the design 
on page 31 in this issue. A graduate 
of the Chicago Academy of Fine 
Arts, he is currently employed by 
the Jack Strausberg Studio (Chi- 
cago). 44 





This test helps U.S.E. formulate gums suitable for 
given types of paper. 


ADVERTISING MEN: Use 
this easy way to solve 
envelope problems 

by seeing 


Each gum formula is given hundreds of tests. 


to put envelopes to 
work profitably 


envelopes will work 
best in each task 


it pays to specify 
U.S.E. Envelopes 


Here’s an easy way to discover how you 
can put envelopes to work profitably. 
Ask for a copy of the U.S.E. “HAND- 
BOOK.” In it you see envelopes which 
are specialists in collecting orders and 
money — others which carry heavy 
loads on long journeys. Some envelopes 
work in the office, guarding and filing 
valuable papers. Others go from place 
to place in the plant... 

It’s a fascinating story . . . HOW to 
put envelopes to work profitably, and 
WHAT types and sizes of envelopes 
work best in each task. And be sure to 
ask for the companion book “What’s 
in it for me?” because it tells WHY it 


——pays_to buy top grade envelopes for any 
purpose. — 


_ has these books for you? 


| U. SE/the World’s largest manufacturer of envelopes, and your envelope 

supplier. Ask for the complete story: The “Handbook” which tells HOW 
| Zand WHAT, and the book “What's in it for me?” which tells WHY it 
L__ Pays you to specify U.S.E. Envelopes. 


An expert workman puts the finishing touch on the 
cutting edge of a die. 
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iy Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 
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Another Silk Screen Ist! 


Four Color Screen Process 
Printing Directly on Duron* 


No matter how you look at them, the 
foods presented so deliciously on _ this 
revolving display piece are making graphic 
arts history. 


Using quality controlled Naz-Dar Inks, 
the Superior Silk Screen Printing Com- 
pany of Chicago, Illinois, recently pro- 
duced the first four-color Silk Screen 
printing done directly on Duron. 


Till now, advertisers using this versatile 
display material were required to print 
illustrations of their products and copy on 


paper, which would then be mounted on 
Duron. 


In addition to the probable distortion of 
the illustration caused by paper stretching 
during mounting, the manufacturer picked 
up the bill for paper and mounting costs. 
.. . Could Silk Screening offer the precise 
registration of color separation required 
to print directly on the display material? 
The halftone dots must be precisely placed 
and the printing would have to be care- 
fully supervised. 


The customer furnished Superior Screen 
Printing with twenty-five circular 1/Q” 
Duron sheets with sprayed white back- 
grounds. Artwork was pre-colored en- 
larged stats. 


Using this material, plus the ingenuity of 
their own production department and 
Naz-Dar ink, the Silk Screen printing com- 
pany completed the entire project in less 
than a week. 


Results: one thoroughly satisfied customer 
.one happy silk screen production de- 
partment with a big feather in their cap 
.and several thousand potential con- 
sumers attracted by the displays. 


NAZ-DAR has a world-wide reputation 
for producing the finest quality Screen 
Process inks. Request them in your next 
paper, cardboard, metal or plastic display. 

“For complete information on this 

Silk Screen Printing Application, 

call or write, Sam Chester of Su- 


perior Silk Screen Printing Com- 
pany, Chicago, Illinois. 


We will be glad to send you, and your 
local Screen Printer a copy of NAZ-DAR’s 
big, fully illustrated catalog. It will help 
you in ordering and producing quality 
Screen Process Printing. 


“Business Building” Inks by 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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READERS WRITE 


Outstanding Annual Report 


e We're flattered by and deeply ap- 
preciative of the excellent article on 
our annual report which so delight- 
fully popped out at us as we turned 
the pages of the April AR (“How to 
Produce an Outstanding Annual Re- 
port,” page 57). 

You’ve come up with a well coor- 
dinated, comprehensive and highly 
readable account of our experience 
which I hope will be helpful to 
others having a report to get out. 

All of us who had a part in our 
report’s production are naturally 
stimulated by your generous recog- 
nition of our efforts. You’ve greatly 
encouraged us to try for a better job 
next time. 

CLIFTON BLACKMON 
First National Bank, Dallas 


“We're Looking For... 


e For a client of this agency with 
national distribution in the drug, va- 
riety, toy and department stores, we 
are seeking to gain information con- 
cerning merchandise display units. 
We are particularly interested in 

being able to develop or discover an 
ideal display (not carded) for 
counter or floor that combines with 
it a practical and efficient method of 
inventory control and storage. If pos- 
sible, we should like to have one 
display that is suitable for both self- 
service and clerk-service and that 
includes a convenient system for 
automatic re-ordering. 

RIcHARD K. STANTON 

Morton & Stanton, Portland, Ore. 


e One of my clients manufactures 
potato chips. He is interested in get- 
ting large distribution fast—against 
an established brand in the market. 
There must be certain premium 
and promotion plans that other po- 
tato chip manufacturers have used 
with great success to induce a great 
number of people to try their chips. 
I'd be very much obliged if you 
could send me some of these plans. 
WILLIAM FRANK 
William Frank Advertising 
Agency, Joplin, Mo. 


e ... Can you possibly supply us 
either with a listing of gift mail order 
houses which regularly send out cat- 
alogs to consumers on request, or a 
source from which we could obtain 
such a list. 

We are in the process of develop- 
ing a publicity campaign for a nov- 


elty match book and we would very 
much appreciate any assistance you 
can render. 

Marie T. EHRLINGER 

The Joseph Katz Co., Baltimore 


e We would like your help in locat- 
ing a concern that would make up a 
special display piece out of alumi- 
num in which pictorial panels in col- 
or can be placed and changed. 
ALTA SMITH 
Director of Publicity & Adver- 
tising, Chamber of Commerce, 
Hot Springs National Park, Ark. 


These letters are typical of many re- 
ceived by AR. In all cases we try to 
supply as much helpful information 
as possible. However, we are regu- 
larly publishing some of the letters 
in this column with the thought that 
perhaps some of our readers would 
like to assist us in providing desired 
details. AR will gladly forward any 
letters in answer to such requests 


KETCHUM, MacLEOD & GROVE, INC 


K 


New Twist 


e A new twist to an old routine was 
given by Richard J. O’Donnell, pub- 
lic relations account executive at this 
agency, in a piece prepared for a 
page in the Press Photographers 
Assn. annual publication. 
We all liked it and thought you 
might be interested in it. 
LEE NESTOR 
Account Executive, Ketchum, 
MacLeod & Grove Inc., Pitts- 
burgh 
We were—see cut... Ed. 





are SMO LEE 


Aid| 


27 


they're pressure-sensitive! 
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e «+ can’t beat ’em for advertising and informative labeling 
-on the PRODUCT, PACKAGE or POINT OF SALE!” 


Make your products talk! Even when there’s no salesman around, Avery Kum-Kleen Labels work 
for you—at the point of sale! With fingertip ease they're laid on the product or package to point 


No. 1403 


3 QT, COVERED 
SAUCE PAN 


SPECIFICALLY SPEAKING... 


Many housewives own Revere Ware...others dream 
of it. Next time you're shopping pick up a piece 
of this copper-clad kitchen ware. A small, attrac- 
tive label tells you the name of the item, its model 
number and capacity. Nothing left to the imagina- 
tion. In addition, after you’ve purchased the pieces 
your wife wants, the Kum-Kleen labels peel off 
slick-as-a-whistie. 

Yes, this is a typical use for Avery pressure-sensitive 
labels. But, it is typical, too, that Avery can solve 
the majority of labeling problems, just as we did 
for Revere Copper and Brass Incorporated. We are 
at your service...nation wide. 





AVERY ADHESIVE LABEL CORP., Custom Div. 113 


117 Liberty Street, New York 6 ¢ 608 S. Dearborn Street, Chicago 5 
1616S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


[ Please send case histories 


Have the Avery Label 
and free samples 


man call 
Name_ 

Company 

Address_ 

Our Business Is 


. for more details circle 863, 


out sales features and advantages —informa- 
tion and instructions. They tell your cus- 
tomer what he’s buying...why he should 
buy...and how to use it! 

@ For advertising and merchandising work, 
Avery Pressure-Sensitive Labels put your mes- 
sage right where you want it—on the package, 
product or on any clean, smooth display surface. 
@ Avery Kum-Kleen Labels are on in an 
instant—with no moistening or waste motion. 
They stick tight and won't dry out, curl or pop 
off...they stay neat and attractive through 
rough handling—yet they're easily removed, 
when necessary, without soaking or scraping! 
@ Available in any size, shape or color... 
they're individually die cut on sheets or in rolls 
for automatic labeling at production-line speeds. 
Patented Avery Dispensers, in either manual 
or electric models, can save you real time 
and money—write now for more information 
and free samples of Avery Pressure-Sensitive 
Labeling—do it today! 
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BALLOONS 


Smart Cosmetic Producers 
Use Balloons to... 


@ Introduce new beauty 
products. 


@ Sell their brand to women 
with children. 


® Get dealer support of their brand as part 
of store promotions. 


Because 


PIONEER Qualatex Balloons 


® are inexpensive, easy to insert 
in package or tie on 


® have real toy value as 
premiums 


® carry name of your cosmetic 


wherever kids take them LU 


. . ~ 
Get ideas, samples and * Guaranteed by » 
imprint information keeping 
from our Premium Dept. £3 eorearte ES 


RUBBER 
COMPANY 


. for more details circle 926, page 97 





TODAY 


everyone 
is listening! 


RCA VICTOR 
premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 
Write, wire Dept 1R-6 or phone today 
for all the facts 


630 Fifth Ave.,New York 20, N. ¥.—JU dson 2-5011 
445 N. Lake Shore Or., Chicago 11, il!.— WHitehall 4-3215 
1016 WN. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-5171 


eA) Custom 


WIS MASTER'S VOICE 


Sales 
™™Kks® 
RADIO CORPORATION OF AMERICA 


RCA VICTOR DIVISION 


. for more details circle 934, page 97 
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tT SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
APVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Smudge Problem Solved 
With Graphite, Benzol 


Lettering men and artists who have 
to transfer a tight tracing to a work- 
ing surface frequently have trouble 
with smudging. Here is how we 
solved the problem. 

Cover a sheet of layout paper with 
graphite from a soft layout pencil. 
Don’t use tracing paper as it is too 
brittle. After you have a_ good, 
smudgy, dirty pile of graphite on 
your layout paper, saturate a dab of 
cotton with benzol and rub the entire 
surface you want covered. The ben- 
zol will dissolve the graphite and you 
can rub off any excess with a dab of 
dry cotton. 

You now have an almost smudge- 
less transfer sheet to slip between 
your tracing and working surface and 
your tracing point will leave a clean 
line for detailed work. We have 
found the sheet lasts a long time. 

KEITH W. WILLIAMS 
Production Manager, Scott Hen- 
derson Advertising, Tucson, Ariz. 


Pennies on Triangle Stop 
Ink Spreading from Pen 


It’s always a problem when ink 
starts spreading from your ruling 
pen, especially when you're ruling 
the last line of an intricate job. 

I’ve licked that problem by fixing 
four pennies to my triangle with 
scotch tape—one on each corner and 
one in the center of the long side. 
This raises the ruling edge from the 
surface you’re working on. 

The same stunt works on a 


T-square for verticals, and is handy 
for avoiding smudges on layouts. It 
has saved me many hours of re- 
touching and patching. 

Joe ADAMS 

Free Lance Artist, Chicago 


A Study of Farm income end Livestock Prowtuc tion 


the fratand Seton 


Ta GH00 FARMER PEMNSYLVAMA FARMER MBCHIGAN FARMER 


Produce Booklet Cover 
Without Help of Artist 


Our problem was to produce a pro- 
fessional looking, attractive cover for 
a promotional booklet on livestock 
production without the services of 
the company artist, who was absent 
because of family illness. There was 
no allowance in the budget for free- 
lance or studio artwork for the job. 

We decided to design our cover 
around three wash drawings done by 
the Buchen Agency (Chicago) for 
use in our national advertising. First 
we drew maps of Ohio, Pennsylvania 
and Michigan on heavy gray card- 
board and cut them out. Then we 
carved out of the cardboard jagged- 
edge center openings to frame the 
wash drawings within each state 
boundary. 

The three different livestock scenes 
were photographed while framed by 
the map overlay and small reproduc- 
tions of our three magazines, Ohio 
Farmer, Pennsylvania Farmer and 
Michigan Farmer, were used with the 
overlay. The result was a profession- 
al looking cover for the promotional 
booklet, “The Three Farmers.” 

A. J. MISKELL 

Assistant Promotion Director in 
Charge of Research, Capper- 
Harman-Slocum Inc., Cleveland 





Peroxide Freshens Up 
Old, Yellowed Photos 


Many times when a client looks 
over old retouched photos he will not 
believe the photos will reproduce be- 
cause they have acquired a yellow 
tint wherever white paint was ap- 
plied. 

The way to solve this problem is to 
obtain a bottle of peroxide at your 
nearest drug store. Mix water and 
peroxide together in your air brush 
and spray lightly over the affected 
areas. You will notice that upon dry- 
ing the retouched photo will renew 
its original appearance and will have 
clean whites. 

Francis C. GREEN 
Production Manager, Dubin & 
Feldman Inc., Pittsburgh 


Finds Green Cardboard 
Is Easy on the Eyes 


There’s a simple way to ease eye- 
strain, the bugaboo of the ad artist. 
I use a dull, light green sheet of in- 
expensive card over the working sur- 
face of the drawing board instead of 
the conventional white. 

Result—no eyestrain, greater effi- 
ciency, better work. 

R. A. KEETON 

Advertising Service Dept., Rich- 
mond Newspapers Inc., Rich- 
mond, Va. 


Old Drawing Boards 
Don't Die — Not Here 


What to do with old drawing 
boards? We had several punched-up 
ones around here and found that with 
a coat or two of non-gloss black (or 
colored) paint they made wonderful 
bulletin or exhibition boards. 

This would probably be a project 
for the gals in advertising and you'll 
find such bulletin boards add a deco- 
rative and useful touch to your office 
—that is, if the boss man doesn’t 
snatch it when you’re not looking! 

MartHA WorSHAM 
Production Department, Washer 
Bros., Fort Worth 


Non-Skid Straight Edge 
Is Boon to Ad Department 


It’s a problem in almost any art de- 
partment to keep a straight edge from 
slipping when you use it as a cutting 
guide. 

I solved that one by rubber- 
cementing three narrow strips of 
sandpaper to the back of the metal 
straight edge. No more slipping now- 
and the skid-proof straight edge 
works fine. 

RopMAN W. SHuTT 
Advertising Dept., Sun Oil Co., 
Philadelphia 





Gets More Attention, Too 


What the well-dressed business sta- 
tionery is wearing can be important 
to you. Smartly styled, matching let- 
terheads, envelopes, invoices, and 
other forms can go a long way toward 
telling your customers and prospects 
that your business is well-organized, 
alert, and efficient. 

Important, too, is the paper used. 
You'll find Gilbert tub-sized, air- 
dried, new cotton fibre content 
papers unsurpassed in appearance, 
finish, color, and strength for every 
business stationery use. Your sup- 
plier would be pleased to furnish 
samples. 


Gilbert, 


Bond Papers 


Gilbert Bond 
25% new cotton fibre 


Resource Bond 
50% new cotton fibre 


Radiance Bond 
75% new cotton fibre 


Lancaster Bond 
100% new cotton fibre 


GILBERT 


PAPER COMPANY 
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You're looking at a photograph of one of the best 
kept secrets in the graphic arts. Only four men in 
our organization know the formula by which we 
make the material for this patented Duramatriz, 
the female mold from which Reilly Plastictypes are 
produced. And in more than one meaning of the 
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word there’s a material difference between Plastic- a aie ia 

types and ordinary plastic plates. The use of Viny- y ey Za 

lite in molding the pattern plate... the routing of 4 a ae 
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FREE ' Get the facts— mail coupon now! 


REILLY ELECTROTYPE, DEPT.AR-6, 305 EAST 45 STREET, NEW YORK 17, N. Y. 
Please send free booklet ‘The Truth About Plastic Plates“ 


NAME_ 
COMPANY 


ADDRESS 
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How to open a SHOPPING CENTER 


The trend in retailing is toward the shopping center. An ad manager 
who has had the experience tells some of the things which can help 
get a new shopping center off to the right start. 


By Ruth Simms 
Advertising Manager 
Schweser’s 
Fremont, Nebraska 


With the growth of more and more 
shopping centers in this country, 
more and more advertising people 
will be faced with the problem of 
preparing opening publicity for this 
new kind of retail operation. 

Publicity preparation for a single 
store opening is no particular prob- 
lem, for advertising managers have 
established company policies to fol- 
low, and there is only one boss to 
please. On the other hand, the open- 
ing of a shopping center, with its di- 
versified shops, merchandise and 
store managers, presents new prob- 
lems, which can be solved with ex- 
perience and forethought. 


Some of the solutions to problems 
we encountered in opening the Lin- 
coln Plaza Park & Shop Center in 
North Platte, Neb., might help you 
when you prepare for such an open- 
ing. 


>Since Geo. Schweser’s Sons Inc. 
built the Plaza, it fell to us to prepare 
not only the opening publicity for 
Schweser’s new store within the unit, 
but also to prepare publicity for the 
entire shopping center. 

While the ten-store Lincoln Plaza 
is basically a small shopping center, 
it afforded an excellent birdseye view 
of how to coordinate publicity for a 
unit of any size. For, whether your 
shopping center is a multi-million 
dollar unit in the suburbs of a large 
city, or a smaller one in a town such 


as ours, the problems and techniques 
of publicity preparation remain the 
same. 


>The first problem to solve was to 
select a promotional theme which 
would express the new, unique fea- 
tures of the Plaza. Promotional 
themes for shopping center openings 
should not be feminine and out of 
character with the hardware, men’s 
clothing and sporting goods stores in 
the center, and yet should not be too 
masculine and repel shoppers in the 
ready-to-wear and children’s shops. 

Since shopping centers are as new 
as 3-D movies, it was decided to com- 
bine the two ideas into a theme for 
the opening. Therefore, “Lincoln 
Plaza Park & Shop Center ... a New 
Dimension in Shopping Pleasure” 
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Lincoln Plaza .. . This is the new Lincoln 
Plaza shopping center described by author 
Ruth Simms 


was selected as the main selling idea 
behind promotion in all available 
media. 

Six weeks before the Dec. 3 open- 
ing date, a meeting of the owners and 
tenants was called to discuss open- 
ing-day publicity. Layouts for news- 
paper ads, a direct mail piece, em- 
ploye tags, as well as suggested radio 
copy and other ideas were presented 
to the group for approval. In each 
media, the 3-D idea was maintained 
in one form or another. 

The importance of holding such 
meetings cannot be over-emphasized, 
for only in this way can the coopera- 
tion of the group be obtained. Expe- 
rience has shown that advertising 
opinions of shopping center tenants 
are as varied as the type of merchan- 
dise to be found in each store, and 
unless the cooperation of all is 
sought, well-planned promotion can- 
not be brought into print. 


> Another factor to be considered is 
that of how the costs for a coopera- 
tive program should be shared. Most 
shopping center builders, including 
ourselves, have found that the fairest 
and most acceptable way to share 
promotional expense is a percentage 
ratio based upon the floor space oc- 
cupied by each tenant. 

The basic plan and the budget were 
approved and then work on the 
Plaza’s 3-D production began. The 
cooperation of local newspapers and 
radio stations was enlisted in order 
to build up their enthusiasm for the 
grand opening. The North Platte 
Telegraph-Bulletin immediately as- 
signed a staff reporter to begin writ- 
ing features and personal interest 
stories about the Plaza and its stores 
in preparation for a special 24-page 
section to be published the day before 
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the opening. The radio stations fol- 
lowed through with generous news 
coverage before and during the open- 
ing days. North Platte has no tv out- 
let as yet, but had there been one, 
this medium would have been used 
also. 


> Ten days ahead of the opening, the 
3-D blitz began. As soon as North 
Platte residents and ranchers in the 
surrounding area picked up their 
daily newspapers, they saw “a new 
dimension in shopping pleasure.” As 
soon as they turned on their radios, 
they heard about this “new dimen- 
sion in shopping pleasure.” Soon 
people on the streets and in offices 
and homes began to talk “Lincoln 
Plaza.” 


e Newspaper Teasers . . . The teaser 
ads were three-column, 4” in size 
with an illustration of 3-D glasses. 
One lens contained a reverse of the 
words, “Lincoln Plaza Park & Shop 
Center.” The other lens carried the 
message, “A New Dimension in 
Shopping Pleasure.” Other copy read, 
“Watch for opening date.” 


e Radio Teasers ... Teasers on North 
Platte stations KODY and KNBR as 
well as McCook station KBRL were 
one-half-minute spots and station 
break announcements as follows: 


(Bang of hammer) . . . There goes 
one of the last nails to be driven into 
Lincoln Plaza. Listen to this station 
for opening date. 


(Trowel scraping on cement)... 
They’re laying the last foot of side- 
walk around Lincoln Plaza. Listen to 
this station for opening date. 

(Sound of truck motor) ...They’re 
bringing in the fixtures, etc. 

(Telephone ringing) Sorry 
madam, Lincoln Plaza won’t open 
until tomorrow, etc. 

(Rooster crowing) . . . Everyone’s 
getting up early tomorrow for the 
opening of, etc. 


These spots and others in contin- 
uity were aired at frequent intervals 
for 10 days ahead of the opening. 


e Direct Mail .. . Since ranchers in 
the surrounding trade area are used 
to driving miles in order to do their 
shopping, 10,000 direct mail pieces, 
inviting shoppers to come to the 
opening, were left in rural mail 
boxes. For color and eye appeal, 
black ink on pink paper stock 
brought the 3-D message to those 
within a 150-mile radius of the Plaza. 


e Publicity ... News stories and pic- 
tures on the Plaza opening were re- 
leased to 30 newspapers in Nebraska 
as well as national trade publications. 
The Omaha World-Herald, the Lin- 
coln Star and many other Nebraska 
newspapers carried Lincoln Plaza’s 
3-D story before the opening. Wom- 
en’s Wear Daily responded with a 
story and asked for more informa- 
tion on Schweser’s own store in the 
Plaza. This publication also included 
the Plaza in a survey on new shop- 
ping centers in the nation. Naturally, 
the local newspapers borrowed heav- 
ily from these releases in writing 
their own news stories on the open- 
ing. 


e Banquet and Preview .. . It was 
desired by Plaza owners, Fred G. and 
Robert E. Schweser, to invite key of- 
ficials from North Platte, as well as 
the contractors, architects and others 
directly responsible for the building 
of the unit, to dinner and a preview 
the night before the opening. Two 
hundred invitations to the banquet 
were mailed out, printed in red and 
black ink on white stock. Rather than 
design the usual formal type of in- 
vitation, the 3-D glasses were utilized 
along with a drawing of a mobile to 
express the newness of the center. A 
red plastic flap was tipped on over a 
halftone of the building to carry out 
the third dimensional idea. After din- 














ner, the guests strolled over to the 
Plaza for a first look-see at the new 
project. A photographer snapped pic- 
tures of the group as they inspected 
each shiny, new store. 


e Opening Day Ads ... A full-page 
ad, featuring an illustration of 3-D 
glasses, the copy theme, “You are in- 
vited to SEE a New Dimension in 
Shopping Pleasure — Lincoln Plaza 
Park & Shop Center” and bearing the 
signature of all the Plaza tenants was 
the cover-page to the 24-page section 
published by the North Platte Tele- 
graph-Bulletin on Dec. 2, the day be- 
fore the opening. A smaller version 
of the ad ran in ten neighboring 
towns to acquaint shoppers there of 
the opening. Within the Telegraph- 
Bulletin section were news and fea- 
ture stories supplied by Schweser’s, 
as well as those written by the pa- 
per’s staff. Congratulatory ads from 
the contractors, as well as opening- 
day ads from the tenants themselves 
also appeared in the section. Many of 
the tenants utilized the 3-D theme in 
their own ads and the feeling of 
planned continuity was maintained 
throughout the issue. The North 
Platte Shopper, the town’s secondary 
paper, published similar stories and 
ads. 

The opening ad for Schweser’s own 
fashion store was a huge page-size 
illustration of a woman’s head. She 
held 3-D glasses over her eyes. In 
one lens was a reverse of the Plaza 
itself, in the other, a reverse of 
Schweser’s store within the Plaza. 
The heading read, “Schweser’s Pre- 
sents a New Dimension in Shopping 
Pleasure.” Subsequent pages of the 
Schweser promotion carried eight- 
column headings based upon the 
same idea. 

This 24-page section on the Plaza 
plus the regular news section of the 
Telegraph-Bulletin was the largest 
issue ever published by this news- 
paper. While a 36-page issue is not 
unusual for metropolitan newspa- 
pers, it should be remembered that 
shopping centers are usually built in 
suburban and small-town areas. 
Therefore, advertising people should 
be aware of what can be done by 
smaller publications when they get 
behind a promotion. 


© Opening-Day Radio .. . Thirty full- 
minute spots a day were aired over 
KODY, KNBR and KBRL during the 
first three days of the opening. Half 
of the spots featured merchandise of- 
ferings from the Plaza shops, while 
the other half were institutional in 
nature. 

Newspaper and radio coverage 
areas deliberately overlapped in most 
cases in order to complete the visual 
and auditory bombardment of the 
story of the opening. 









Early in the publicity planning 
stage, it was decided not to hold 
opening-day stunts such as parades, 
square dances in the parking lot, etc., 
because of the uncertainty of Ne- 
braska weather during December. 
We felt lucky this decision had been 
made, for opening day brought one of 
the worst blizzards of the season! 
Highway patrolmen warned motor- 
ists to stay off the roads, schools were 
closed, a hunter was lost in the gale 
and communications were down in 
many areas. Nevertheless the ribbon- 
cutting ceremony went off as sched- 
uled. 

A wide red ribbon was stretched 
around the Plaza, a sound truck sup- 
plied music for the event and KODY 
tape-recorded the ceremony for air- 
ing later on in the day. Since North 
Platte is an important Union Pacific 
railroad shopping point, Elgin Hicks, 
eastern general manager for the road, 
cut the ribbon which officially opened 
Lincoln Plaza. City officials and 
the builders stood by to say a few 
words to the crowd who turned up 
for the opening despite the severity 
of the weather. Although traffic was 
at a stand-still, 4,000 hardy shoppers 
walked to Lincoln Plaza opening day. 
This in a blizzard and from a total city 
population of 16,000! As Plaza tenants 
expressed it, “If we can bring them 
in during a blizzard, we'll really wow 
"em when it’s nice!” 

The weather brought us free radio 
publicity, for Omaha and Lincoln sta- 
tions reported on newscasts that the 
blizzard had cut attendance to the 
opening of the new Lincoln Plaza 
shopping center in North Platte. 


e Employe Tags .. . Shoppers saw 
3-D too at Lincoln Plaza. Clerks in 
all Plaza shops wore pink store iden- 


an 


tification tags on their shoulders, die- 
cut in the shape of 3-D glasses. 
“Welcome to (store)” was the main 
copy, while the lens carried the new 
dimension story as before. An under- 
neath flap allowed the glasses to 
“float” away from their clothing. 


e Postcards With their own 
stamps, Plaza shoppers publicized the 
opening of this new dimension in 
shopping pleasure! Postcards, show- 
ing the building and the 3-D copy 
theme, were placed on counters in 
all shops and were for shoppers to 
mail to their friends. 


e Man-on-the-Street Broadcast .. . 
North Platte Radio Station KNBR 
taped interviews with customers and 
store managers during opening days 
for airing at intervals chosen by the 
station. It is felt that this helped 
bring shoppers to the Plaza after the 
blizzard subsided the second and 
third day. 


e Sound Truck Commercials ... A 
sound truck, equipped with music 
and announcements toured the resi- 
dential areas during the three open- 
ing days. 


e Giveaways . . . Each Plaza shop 
owner gave visitors opening-day gifts 
such as candy, miniature baseball 
bats, balloons and the like. Schwe- 
ser’s give away was a pink leather 
address book with copy in gold which 
read, “Schweser’s — North Platte’s 
Fashion Center.” 


e Balloons on the Building ... As 
soon as weather conditions permitted, 
huge 40” balloons, filled with helium, 
were attached to the roof of the Plaza 
and added to the air of festivity dur- 


ing the opening. 





Snowy Opening .. . In spite of an old-fashioned blizzard, a record crowd turned out for 
the well publicized opening of the Lincoln Plaza shopping center. Elgin Hicks cuts the 
ribbon held by Fred G. (left) and Robert E. Schweser. 
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You ae Greited 


loa Preview Showing of 


Invitation 


Wlednesda Ys 


December 2, 1953 
7:00 P.M. 





This invitation, originally in red and black, was used to invite special guests 


to a preview of the new Lincoln Plaza shopping center. The stylized version of a 3-D 


viewer was used to provide continuity to all promotion material. 


e Credit Cards . . . Schweser’s ad- 
vance bid for charge account business 
was done by mailing some 2,000 credit 
cards to a preferred credit list. To 
maintain color continuity, the cards 
were printed in brown ink on pink 
stock. Accompanying the card was a 
letter signed by President Fred G. 
Schweser notifying the recipients 
that a charge account had been 
opened in their name and inviting 
them to shop this easy way in Schwe- 
ser’s new store in Lincoln Plaza. 


e Photographer . . . The North Platte 
newspapers, as well as a photog- 
rapher hired by the Plaza, toured the 
shops to snap pictures of the opening- 
day crowd. 


e Kleig Light . . . At night, a kleig 
light, imported from Denver for the 
event, pointed into the sky and pro- 
claimed the new era in retailing that 
had come to North Platte, Nebr. 


e After the Opening ... The opening- 
day excitement gained momentum 
during a busy holiday season. Christ- 
mas decorations, paid for on a coop- 
erative basis, were strung along the 
marquee. It was planned that such 
seasonal trims would be shared by 
the tenants on the same percentage 
ratio as before. 

Future plans also call for further 
cooperative advertising among Plaza 
shop owners, at least during peak 
seasons. Weekly meetings are held, 
at which problems peculiar to shop- 
ping centers are ironed out. One 
of the most perplexing problems is 
that of operating the parking lot so 
that all-day parkers are discouraged 
from taking up valuable space and 
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leaving legitimate shoppers to park 
elsewhere. This situation has been 
partially solved by parking entrance 
signs requesting that only Plaza 
shoppers use the area, as well as 
charging a nominal fee of 25¢ an hour 
after two hours’ free parking. 
Shopping centers are here to stay— 
may your opening be as successful as 
ours! 44 


Mosler Contest Awards 
Honest Safe-Cracker 


Some honest safe-cracker may be 
telling his friends about “the last 
time I saw Paris” as a result of an 
interesting contest sponsored by 
Mosler Safe Co. (New York) at the 
International Motor Sports Show. 

The Mosler company made the 
safe-cracking job tough by installing 
at the show a safe with the company’s 
snoop-proof “Counter-Spy” dial ca- 
pable of 100,000,000 combinations. 

Half a million certificates with pos- 
sible combinations printed on them 
were distributed in New York prior 
to the exhibit, and each night of the 
show a winning combination was se- 
lected. The person holding the win- 
ning combination was admitted to 
the show free, and by using his com- 
bination to open the safe, received a 
prize or a gift certificate which had 
been placed in the safe. 

On the final evening of the show, 
winners from the previous eight 
nights were given the opportunity to 
“crack” the safe using the combina- 
tion on their tickets. The final win- 
ner received a round-trip air ticket 
to Paris. 

Jimmy Valentine never had it so 
good! 44 


ww Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are 
now available: 

















101.. 





-Time and Cost Guide for Producing 
TV Films 




































by Lee Randon 
February, 1953 25c 
102. . . The Public’s Preferences in Calendars 
February, 1953 25c 
109. . -Do’s & Don’ts for Television Commer- 
cials 
by Harry Wayne McMahan 
March, 1953 25c 
110. . .55 Ulcer Reducers for Exhibitors 
April, 1953 25c 
112. .-.Do’s & Don’ts for Better Engravings 
June, 1953 25c 
114...How to Design Packages for Self- 
Service 
by Frank Gianninoto 
May, 1953 25c 





115. . . How to Build a Press Kit 
by Phil Richman 






June, 1953 25c 
116. . -Gadgets & Gimmicks Help Sell Plym- 

ouths 

July, 1953 25c 





120..-Rear Screen Projection Solves Carl- 
ing’s TV Problem 
June, 1953 25¢ 
121..-Trading Stamps Build Repeat Busi- 
ness for Denver Merchants 
by Frank Lynn 
September, 1953 25c 
122...How to Prepare Packages for Rack 
Merchandising 
by Arthur Weiss 





















October, 1953 25c¢ 
123..-How to Prepare Jingles for Radio 

Spots 

October, 1953 25c¢ 
126. . . Low Cost Mailings Score for Lahr 

October, 1953 25c 
127..-Money Saving Techniques for Busi- 

ness Films 

by du Maresgq Clavell 

November, 1953 25c 





128...Ford Establishes a New Method for 
Handling its Direct Mail Advertising 
November, 1953 25c¢ 
129...Repetition Plus Quality Materials 
Add Up to an Outstanding Cam- 















paign 

by Herbert Baker 

February, 1954 25c 
130..-A “New Medium” Gets Its First 

Major Test 

February, 1954 25c 
131... How to Get Your Share of Free Tele- 

vision 

by Richard Marvin 

February, 1954 25c 





132. ..Ford Uses Unusual Teasers in South- 
ern California 
by Phil Seitz 
March, 1954 25c 
133. . .Carnival Theme Builds Exhibit Excite- 
ment for Hudson Pulp & Paper 
by S. W. Franklin 
March, 1954 25c 


Reprints of editorial features are offered 
here as a special service to AR readers 
Please send number and name of article 
with exact amount in coins, stamps, or 
check to: Reprint Editor, Advertising Re- 
a, 200 East Illinois St., Chicago 


Special prices available upon request for 
quantity orders. 


















Sorry, we can’t handle credit orders under 


$1. We'll be happy to bill you for larger 
sums. 

























By George J]. Weissman 
Vice President 
Valerie Advertising Service 
New York 


Traffic control in an advertising 
agency is the responsibility of the 
traffic manager whose job it is to act 
as a coordinating agent among the 
account executives, service detail 
and art departments. He must get 
material to the publications on or 
before the closing dates. These 
deadlines have become exceedingly 
important as the publications face 
the time-consuming problems of 
labor shortages, plus printing in 
various parts of the country. 

If cutting extra time from publica- 
tions were the only problem for the 
traffic manager, the situation would 
be simple. Since the problem, how- 
ever, is to have advertisements of 
the best quality possible in the best 
positions possible, the traffic mana- 
ger tries to insure efficiency and 
good results in every stage in the 
preparation of an ad. 
> With this coordinating function in 
view, the operations of the service 
department have been systematized 
and rules of procedure have been set 
up. These methods of operation must 
be observed. Before any work is 
done, there must be a _ production 
order giving all possible information 
on the following: 

e Headline. 

@ Merchandise. 

e All publications for which this 
merchandise will be used. 

e@ Issues. 

e Space, regular or bleed. If frac- 
tions of pages, whether space is verti- 
cal or horizontal (i.e.—'% page verti- 
cal). 

e All information as to reprints, 
electros, blow-ups, counter cards, 
printed matter. 


a system for agency 


Traffic Control 


An agency executive outlines the system by which 
his agency controls advertising production. 


e Full shipping information for the 
above, plus method of shipping when 
the material is wanted. 

This information comes from a 
production order request written by 
the service detail person. 

In order that no production be 
done on advertisements for which the 
space will not be available, all pro- 
duction orders must be checked for 
space okays by service detail before 
they are typed. If the space is not 
available at that time, however, pro- 
duction will not be held up if the ac- 
count executive sends a_ written 
memo to go ahead. 


> Once having heard from media 
concerning space, service detail is 
responsible for every insertion. As 
closing dates approach, memos are 
sent by service detail to account ex- 
ecutives reminding them of ads on 
which production must be started. 
These are set reasonably far in ad- 
vance and at frequent intervals 
thereafter until the necessary infor- 
mation is obtained. 

If a point is reached at which noth- 
ing has been done and the closing 
date is too near, final deadline no- 
tices are sent to the account execu- 
tives informing them that unless 
production is immediately begun, 
service detail no longer will be re- 
sponsible for the ad. In these instances, 
service detail does everything pos- 
sible to help, but the responsibility 
for making the insertion rests with 
the account executive. 


> When layouts or artwork are be- 
ing ordered, it is important to give 
the art department any information 
that will help, such as client’s pref- 
erence and when the material is 
expected for delivery. When any 
communications containing art in- 
structions are sent to service detail, 
a carbon is sent to the art director. 





If layouts or artwork are not de- 
livered on time, the service detail 
checks immediately to discover rea- 
sons for delay, and to see when the 
material can be expected. The ac- 
count executive is kept fully in- 
formed about these cases. 

When finished layouts are ordered, 
the art department is given time so 
that a good job can be done without 
breaking the schedule. It is important 
to remember the time needed to send 
the layout to the client, especially in 
cases where the client is out of town. 
> The service detail inquires from 
the account executive when the copy, 
layout and photographs are to go to 
the client for okay and when they 
are expected back. A check is then 
made on the due date for this 
material. 

All manuscripts must be okayed 
by the client before the type is set. 
After the type is set it is checked 
against the original story by the 
proofreader before it comes to the 
traffic department. It is okayed by 
the art director and the account ex- 
ecutive on the proof. If corrections 
are to be made, the person indicating 
them signs his name. Both the art 
director and the account executive 
sign proofs on which corrections are 
to be made. Where there are no cor- 
rections, the account executive signs 
the okay. 

After the art, photographs, type 
and layout are approved, the me- 
chanical must be submitted to the 
account executive for okay. On the 
mechanical the following should be 
noted: 

@ Client. 

e P. O. number. 

@ Publication. 

e Issue and closing date. 
@ Size of space and whether regular 
or bleed. 


@ Screen. 
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If the space is bleed all live mat- 
ter must be free from the trim mar- 
gin. All markings on the mechanical 
should be understood, such as keyed- 
copy, free-standing type, tints, sur- 
printing, etc. Plain markings are 
used—such as black on white, or 
white on black. If the art director has 
any such details in mind, he, and not 
the service detail, indicates them on 
the mechanical. Production is also 
given a style proof to follow when- 
ever possible. 


> The art billing checks all material 
before it is given to the production 
department for ordering of engrav- 
ings. This also is done before roto 
copy is released. This procedure as- 
sures correct billing of all art charges. 
If this is not followed, some may be 
missed. 

Photostats of all roto ads are made 
before they are released to publica- 
tions. These are filed in the job 
jackets to insure having something 
available to check since proofs are 
not furnished on roto copy. 

For the best results on engraving, 
the following time allowances are 
given: 

e Black and white ... eight working 
days—four days for actual engrav- 
ing, four days for okays and correc- 
tions, reprints and other necessary 
extras. 

e Two color . . . 11 working days. 

e Four color . . .35 working days. 


> When the engraver’s proofs come 
in, they are submitted first to the art 
director for okay, then to the ac- 
count executive. The stamped proof 
is then marked okay for release by 
the account executive. It is impor- 
tant to remember that okaying an ad 
for release on the closing date does 
not mean that the ad will get to the 
publication on that day. Time must 
be allowed for reprints and for the 
ad going through regular channels 
to the publication. 

If corrections are to be made, all 
are carefully indicated on the first 
engraver’s proof and initialed by the 
person making the corrections. The 
account executive signs the proof so 
that we know he has seen it. 

Under no conditions are advertise- 
ments released without a written ap- 
proval. If the account executive ex- 
pects to be out of town or unavail- 
able for okaying the ad, the service 
detail is advised as to who will be 
responsible for the final okay. 


> If color engravings are ordered to 
be done in less than the required 
time, a written authorization for 
overtime charges is sent to the traffic 
manager before the engraving is or- 
dered. If any type jobs are to be set 
or corrected and delivered on the 
same day, the traffic manager must 
be notified. He is also alerted if any 
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engravings are to be done overnight. 

If any branch office accounts are to 
go through for production, the traffic 
manager is notified so that space can 
be properly checked. 

We recommend that persons con- 
cerned always consult the traffic 
manager if: 

1. They do not think the job or ad 
will be completed on time. 

2. An ad is to be changed or cor- 
rected on the closing date or later. 
3. A plate is at the publication and 
corrections are to be made. 

4. An ad is ready for production and 
space is not okayed by media. 

5. A new account is opened for 
which the proper service detail must 
be appointed. 

6. An extension is given and cannot 
be made on due date. 

The merchandising problems of 
clients are understood by all agen- 
cies. On the other hand, every adver- 
tiser must understand the multitu- 
dinous problems involved in produc- 
tion. There are times when delays 
are excusable, but if they become 
frequent, they can react to the dis- 
advantage of the agency, both in 
terms of reputation and in the 
amount of cooperation obtainable 
when really difficult situations arise. 

44 


ATA Revises Handbook on 
Advertising Production 


A revised and enlarged second 
edition of its “ATA Advertising Pro- 
duction Hand Book” has been pub- 
lished by the Advertising Typog- 
raphers Assn. of America Inc. (New 
York). 

The new ATA handbook retains 
the basic technical information of 
the first edition which, written by 
Don Herold and published in 1947, 
demonstrated its usefulness to sev- 
eral thousand readers as an aid to 
better advertising typography. The 
new book, however, has more than 
20 additional pages of new features 
which enhance its value as a prac- 
tical work-a-day reference book and 
educational manual. The revisions 
and additions were prepared by Har- 
ry L. Gage, well known graphic arts 
consultant and printing educator, in 
collaboration with a special com- 
mittee of the association. 

As an example of a new or im- 
proved feature, a one-page thumb- 
nail description of printing proc- 
esses in the first edition has been 
expanded in the new book to a full 
chapter entitled “How Advertise- 
ments Get Into Print.” To the basic 
information on processes—letter- 
press, lithography, and gravure—has 
been added a description of various 
duplicating methods as they relate 
to media requirements. 


> Similarly, a one-page outline of 
“Your Advertisement’s Journey in a 
Typographic Shop” in the first edi- 
tion becomes in the new book a five- 
page illustrated narrative of the care 
and skill devoted to the production 
of an advertisement as it goes 
through a modern, high quality ad- 
vertising typographic shop. 

The handbook has been brought 
up-to-date technologically by the 
addition of considerable new mate- 
rial. There is a new four-page chap- 
ter on “Special Proofs for Special 
Purposes” which fully describes the 
preparation and use of transparent 
and other kinds of reproduction 
proofs. The chapter on electrotypes 
has been expanded to cover plastic 
plates and stereotypes. To the “Me- 
chanics of Typography” chapter has 
been added a brief description of 
phototypesetting. 


>The chapter on “A Demonstration 
of Printing from Four-Color Plates” 
not only gives a more complete de- 
scription of four-color printing than 
did the first edition, but also ties in 
more precisely with the subject of 
the book, advertising typography, by 
reproducing an actual four-color ad- 
vertisement instead of merely a pho- 
tographic subject. 

Other new features which improve 
the usefulness of the handbook as a 
working tool for production person- 
nel in agencies and elsewhere in- 
clude a glossary of technical terms, 
a subject index, and the use of a sec- 
ond color for specification marks in 
advertising layout illustrations. 

Basic technical information fea- 
tures carried over from the first edi- 
tion include the mechanics of type- 
setting—hand and machine; discus- 
sion and illustrations of legibility; 
copy-fitting; proof-reading; charac- 
teristics of type faces; layout in- 
struction and illustrations; how to 
get better electrotypes; and a well- 
illustrated chapter on the photo- 
engraving process. 

Buyers of advertising typography 
may obtain copies of the handbook 
from their ATA typographer, or pur- 
chase the book at $3 a copy from 
Advertising Typographers Assn. of 
America Inc., 461 Eighth Ave., New 
York 1. 44 





Advertising Copyrights 


PROBLEMS 


INVOLVED 


CREATED WORKS OF ART—THE FIFTH 


® By Robert J. Burton 


In all the prior classifications of 
trade practices we have approached 
the problem of copyrights largely in 
terms of an original creator and an 
original user. There is, of course, a 
vast area of commerce involving the 
reproduction of previously created 
works of art. We know that such re- 
productions, by whatever process, 
may under certain circumstances be 
the subject of a separate copyright. 
In virtually all cases where the re- 
production results from a mechanical 
process—photography, engraving, or 
the like—the reproduction of the 
work of art may be separately copy- 
righted. 

Very little need be said with re- 
spect to the problems of commercial 
artwork organizations who rely on 
reproductions for public sale as their 
chief source of income. Such organi- 
zations need merely ascertain that 
the work they are about to reproduce 
is in public domain and therefore not 
protected by copyright, or, if it be 
protected by copyright, that permis- 
sion of the copyright owner for the 
reproduction is secured. 


The illustration on this page is a 
produced in the mid-1800’s by Lawrence John 


wood cut 


son G Co. (Philadelphia). It is from the col 
lection in Clarence P. Hornung’s ‘‘Handbook of 
Early American Advertising Art,’’ published by 
Dover Publications Inc. (New York 


In the latter situation an under- 
standing may be necessary between 
the parties as to the ownership of the 
copyright in the reproduction, as dis- 
tinguished from the copyright in the 
original work. For example, the pho- 
tograph of a copyrighted work of fine 
art would itself be the subject of a 
copyright. The question before the 
parties would be, what rights, if any, 
the owner of the basic copyright 
would have in the copyright secured 
on the reproduction. 


> As part of the problem inherent in 
the field of reproduction we find the 
question of whether there is any 
copyright in the basic work. For ex- 
ample, the dissemination of photo- 
graphs of an uncopyrighted painting 
would have the effect of creating a 
publication of the painting, and al- 
though the photograph might be 
copyrightable, the basic painting it- 
self might be thrown into the public 
domain. It is therefore important to 
secure adequate copyright protection 
for the underlying work before per- 
mitting its reproduction in another 
medium, and to be sure that the re- 
production carries a proper copy- 
right notice. 

An interesting case (Leigh v. 
Barnhart, 96 F. Supp. 194) was de- 
cided in New Jersey in 1951. The art- 
ist painted a work called “Struggle 


IN THE REPRODUCTION OF PREVIOUSLY 


IN A SERIES. 


For Existence” and duly copyrighted 
it. Subsequently, the artist gave 
Parade magazine the right to reprint 
the painting in an issue of the maga- 
zine. Shortly thereafter the defend- 
ant, without the artist’s permission, 
reprinted the picture in a handbill. 
The court held that the artist had no 
redress against the unauthorized re- 
production because Parade had 
printed the picture without a copy- 
right notice. Parade, in an effort to 
help the artist, had assigned to him 
the copyright secured on the entire 
issue of the magazine. The court held, 
however, that the copyright on the 
magazine did not cover the picture 
because the artist had not given Pa- 
rade the right to copyright his work, 
only a license to use it. It is obvious, 
from this case, that the artist who 
grants reproduction rights on his 
work must be sure to require the re- 
producer to publish his copyright 
notice on the reproduction. 

Carns v. Keefe Brothers (242 F. 
745) is another interesting case in 
point. In this case the plaintiff built 
a statue of an elk as a center theme 
of a street carnival. No attempt was 
made to copyright the statue as a 
work of art and no copyright notice 
was placed upon it. The statue was 
therefore an unpublished work pro- 
tected by common law and subject to 
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ART & PHOTOGRAPHY 


losing its protection if reproduced in 
any form. The defendant made sou- 
venir postcards of the elk and placed 
them on sale. The creator of the elk 
brought an action against the post- 
card manufacturer for a copyright 
infringement. The court held that the 
manner of public display of the elk 
constituted a dedication; that the 
photograph was properly taken, and 
that the plaintiff could not recover. 
Although in some ways I think the 
decision is erroneous, since I do not 
believe that the display should be 
necessarily deemed a dedication, 
nevertheless it indicates the clear ne- 
cessity of placing a copyright notice 
of the underlying work of art before 
it is reproduced in some other form. 


> All of the foregoing categories re- 
late to various aspects of trade prac- 
tice involving the reproducing or 
copying of protected work. We have 
seen, subject to a variety of restric- 
tions, that the right to make copies 
of works exists not only where the 
work is copied by the same medium 
as originally copyrighted, but also in 
cases where the work is copied by 
other media, including three-dimen- 
sional media. 

In discussing rights inherent in 
copyrights of works of art of all 
kinds, I pointed out that in the case 
of a copyright of a model or a design 
for a work of art a copyright owner 
has the exclusive right to complete, 
execute and finish such model or de- 
sign. In other words, the copyright- 
ing and subsequent dissemination of 
copies of a model or design for a work 
of art does not give anyone other 
than the copyright owner the right 
to complete or finish the model. The 
only difficulty that one encounters in 
connection with the enjoyment of 
this right relates once more to the 
troublesome three-dimensional 
question. 

As we saw in the Triborough 
Bridge case (March AR, page 28), 
the man who copyrighted a design 
for an approach to a bridge did not 
secure the right to complete the de- 
sign by putting it into effect in three- 
dimensional form, namely, in the 
construction of the Triborough 
Bridge in New York. 


>The same difficulty which was 
found in connection with the ques- 
tion of copyrightability of designs in- 
tended purely for utilitarian pur- 
poses arises to plague us once again. 

I think it reasonable to state that 
the right to execute and finish a 
model or design for a work of art 
cannot be said to extend much fur- 
ther than the right of bringing into 
being a completed work of art, which 
is itself clearly copyrightable under 
the statute. In other words, in com- 
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mercial practice an artist or sculptor 
might present a model or design (or 
perhaps it is more commonly known 
as a sketch) to a prospective client, 
and although such model, design or 
sketch can be separately copyrighted, 
the only right which the artist really 
obtains is the right to proceed from 
the model, design, or sketch to the 
finished product. 


>Some interesting speculation may 
arise with respect to the possibility of 
dramatizing or at least portraying by 
live action a particular work of art. 
At least in one case the court recog- 
nized that dramatic rights may exist 
in a cartoon and may be infringed by 
a dramatic performance on the stage, 
or presumably on the screen. In Hill 
v. Whalen & Martell (220 F. 359), 
the plaintiff was the exclusive li- 
censee of alleged dramatic rights of 
certain copyrighted cartoon charac- 
ters, including the well known char- 
acters of Mutt and Jeff. The defend- 


Author Robert J. Burton 
Vice President 
Broadcast Music Co. 


ant arranged and produced a drama- 
tic performance which he called “In 
Cartoon Land,” in which he intro- 
duced as characters of prominence 
two characters whom he gave the 
names of Nutt and Giff. The charac- 
ters were dressed to resemble, and 
in fact did resemble, the cartoon 
characters of Mutt and Jeff. 

The court, in holding that the dra- 
matic rights in the copyright to the 
cartoons of Mutt and Jeff had been 
infringed, did not squarely indicate 
that the decision was based purely on 
an alleged dramatization of the car- 
toon. The language of the decision in- 
dicates that to some extent the court 
was relying on some form of the un- 
fair competition doctrine. However, 
I think the tendency of the courts 
would be to prohibit as a copyright 
infringement the copying of a copy- 
righted work of art, even though such 
copying were done by live actors. 

Certainly the factor of movement 
alone could not defeat the right of 


the copyright owner to prevent copy- 
ing. The rapid growth of television 
will undoubtedly provide us with a 
new body of cases, clarifying, per- 
haps, some of the intricate questions 
growing out of the projection on tele- 
vision screens of copyrighted works 
of art. 


>In one interesting case decided in 
1937 (Patterson v. Century Produc- 
tion, 93 F. 2nd 489), the court held 
that to throw a picture on a motion 
picture screen is to make a copy 
thereof. 

Since motion pictures are the sub- 
ject matter of a separate class of 
copyright protection, purchasers and 
owners of motion picture copyrights 
have not relied on the Patterson case 
doctrine to enforce their rights. This 
leaves open, however, the question as 
to what rights the copyright owner of 
a picture might have if his copy- 
righted picture were caught by the 
lens of a television camera and 
projected on millions of screens 
throughout the country. A literal in- 
terpretation of the Patterson case 
might result in the doctrine that the 
instantaneous transmission of the 
television signal resulted in the mak- 
ing of millions of copies of the copy- 
righted work of art. As Joseph A. 
McDonald of NBC recently pointed 
out: 

“Using as a springboard the Wool- 
sey opinion in Fleischer Studios v. 
Freundlich in which he held that 
there could be three-dimensional in- 
fringement of a two-dimensional 
drawing of the little Betty Boop doll, 
and putting that in reverse, you can 
see that in television there could be 
a two-dimensional infringement of 
three-dimension objects” (“Seven 
Copyright Problems Analyzed,” pg. 
50, Commerce Clearing House Inc., 
1952). 


> However, apart from the question 
raised by the mere televising of a 
copyrighted work of art, we do have 
a far more practical problem result- 
ing from the fact that the television 
industry has come to be a great user 
of works of art, particularly in con- 
nection with animated and other tel- 
evision commercials. An artist who 
creates an animated television char- 
acter may indeed have brought into 
being a valuable piece of property. 
This in turn raises a very difficult 
question. With respect to music and 
literature capable of oral delivery, 
the courts have held that the trans- 
mission of a song by means of radio, 
or the transmission of a story or 
script by means of radio, does not 
constitute a publication (Lee Uproar 
Co. v. National Broadcasting Co. Inc., 
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An interview with Paul Rand, executive art director of William H. 
Weintraub Inc., reveals the facts behind this notable cigar campaign. 


By P. K. Thomajan 


For generations, cigar advertising 
has been wrapped up in the most 
traditional conservatism. There was 
little latitude for originality for those 
who felt compelled by precedent to 
follow along the three approved lines 
of procedure: 

e Showing a cigar in a man’s mouth. 
e Showing a cigar in a man’s hand. 
e Showing a cigar in an ash tray. 

It took some courage and deter- 
mination on the part of El Producto 
to break through this very set pat- 
tern and go along with ideas that 
would present cigars with more 
imagination. Giving a cigar the qual- 
ity of individuality is quite a task, but 
endowing it with a living personality 
—that calls for a bit of inspired effort. 


> Advertising usually has to talk 
about a product, but when you can 
get a product to talk for itself in an 
interesting manner, then contact 


Paul Rand 


with the consumer starts to spark. 
Some of these desirable objectives 
have been achieved in the current El 
Producto advertising and promotion 
campaign. 

The complete coordination of ef- 
fects that characterizes this El Pro- 
ducto program was made possible by 
a singleness of purpose. In all its 
phases there are unity, coherence and 
emphasis. 

Through a complete coordination 
of effects every phase of design inter- 
locks and one unit builds on the oth- 
er. There are no isolated projects to 
interrupt the over-all scheme of 
things. In this manner, many ends are 
attained—there is a cumulative repe- 
tition of a focal image, an inter- 
changeability of units is made pos- 
sible, also a saving in time and money 
through simplified procedures. 


> Too often a designer gets off on the 
left foot by trying to develop an un- 
usual layout and then forcing a prod- 
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uct to conform to it. This can result 
in strained effects and impractical 
approaches. Here one can lapse into 
sheer novelty that also becomes a 
medium for venting pent-up artistic 
emotions. Thus, the design comes off 
ahead of the message and misses the 
mark. It is far more judicious to pro- 
ceed by thinking out all the essential 
elements that belong in a design and 
then letting the layout happen natur- 
ally. Then, it is sure to be right. 
There are no tricks, but an honest 
quality of belongingness in every 
part that holds things together and 
makes them convincing. 

These “cigar man” ads break at 
periodic intervals in key papers 
throughout the country. They usually 
run two columns wide by about 10” 
deep. Because of their newsy appear- 
ance, they are the first to be spotted 
on a page, regardless of position. 
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Realism G Phantasy . . . These Paul Rand 
designs demonstrate the successful com- 
bination of ‘‘realistic’’ halftones with fan- 
ciful line drawings. 


Some regard these ads as interesting 
as a column feature. 

The humanization of the cigar is 
brought about through the simple 
device of the juxtaposition of hands, 
head, feet and apparel instead of 
their superimposition, which would 
distort and mutilate the cigar. The 
addition of female interest around 
the cigar serves to accentuate the 
maleness of the cigar and the male- 
ness of the prospective cigar smoker. 


> Although these ads have a smart 
look and could easily lend themselves 
to clever lines, the copy is played 
straight and held to a leisurely, af- 
fable mood. El Productos are pre- 
sented as choice companions adding 
to a man’s pleasure and enjoyment, 
whatever he may be doing. 

The sustained repetition of the ba- 
sic ad theme—“I always feel like an 
El Producto”—in conjunction with 
impressive situations, has developed 
around El Producto a host of pleasant 
associations, at the same time estab- 
lishing it as an individual standard in 
smoking. The ads feature an engag- 
ing variety of situations. The “cigar 
man,” in his different roles, is a ver- 
satile actor. Always, there is a stimu- 
lating element of surprise in observ- 
ing his quick changes. He has been a 
chef, a fisherman, bowler, hunter, 
opera-goer, etc. Although he has a 
rigid cigar body, this can be given 
the utmost flexibility through the 
careful positioning of hands, hats and 
accessories. 

By adding pretty girls in a variety 
of situations, the “cigar man” looks 
more masculine and the ads acquire 
more of a conversational quality. 
There is an air of action to these ads 
and human interest that never lets 
the recurrent line—“I feel like an El 
Producto”—grow monotonous. 


> There is a happy balance of realism 
and phantasy—for example, a half- 
tone reproduction of the cigar ani- 
mated with simple line drawing of 
hands, etc. One technique comple- 
ments and reinforces the other. 

The ad themes for special occasions 
such as Christmas, Easter, Thanks- 
giving, and Father’s Day are faith- 
fully translated into promotion 
pieces, displays and special packages, 
which create harmonious tonalities 
that make the name El Producto 
more and more memorable. 


>As much thought is given to 
contemporary competing designs as 
there is to the actual design of the 





what color is Red? 


The case for 
standardized 


viewing 


What color is red? Or blue, green, or pink, 
for that matter? Color in a transparency de- 
pends upon the viewing light—if by day- 
light, the colors will be cool; if by tungsten, 
warm. 

In either case, they may be pleasant to 
look at. But many people must view a color 
transparency on its long road from pho- 
tographer’s studio to printed page. And, un- 
less everyone sees the same thing, there can 
be no agreement as to what is the truth of the 
matter. 

The problem is nonexistent when you in- 
vest in the inexpensive Kodak Transparency 
Illuminator. At any regular Kodak dealer, 
$14.50 list. Each will bring standardized 
viewing to all concerned. Worth putting on 
every desk. 


Bile Sls 


Price quoted is subject to change without notice. 


GRAPHIC ARTS SALES DIVISION 
EASTMAN KODAK COMPANY 


Rochester 4, N. Y. 


THE PLATE MAKER eee Y 


June 1954 ¢ ar « 23 








15244 . . “one of thousands of the pictures we 
offer at $15, with $5 off if you use our credit line. 





Enchant ‘em! 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 e 
Tel. MU 4-5400 


646 N. Michigan, Chicago 11 
Tel. DE 7-1711 


NEW SUBJECTS... EVERY MONTH 
BRANCHES 

ATLANTA LOS ANGELES 
Boulevard at North Ave, 1627 S. Broadway 
Vernon 1124 Richmond 7 -0234 
BOSTON MINNEAPOLIS 
244 Washington Street 122 South Sixth St, 
Capitol 7-3634 Main 2331 
CINCINNATI PITTSBURGH 
12 East 9th Street 713 Penn Avenue 
Garfield 1234 Court 1-6489 
DALLAS ST. LOUIS 
2704 ¢ edar Springs 1006 Olive Street 
L akeside 2725 Garfield 0932 
DETROIT SAN FRANCISCO 


2241 Book Building 
Woodward 1-0746 


181 Second Street 
Yukon 6-4224 


. for more details circle 950, page 97 



































Printing Color? 
FREE Idea Kit Offered! 
Our individualized kit of job sam- 
ples is yours for the asking! 


From catalog sheets to stuffers and 
booklets, let us show you how others 
in your field are doing the job. See 
how special stocks, art work, and 
tints make your type of work more 
effective. See for yourself the top 
quality obtainable with the offset 
printing method. 


RCS can handle your work from 
‘stat to photo-and-offset finish! 


What do you have in mind? Jot a 
note and clip the coupon to your 
letterhead! 


Please send my Color Idea Kit to: 
Name 
Company 


Address 


OFFSET PRINTERS 
123 N. Wacker Dr. 
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El Producto packages. Where it is 
found that the majority of packages 
indulge in shouting and involved de- 
signs, El Producto images are sub- 
dued and simplified. Thus, they stand 
out in stark contrast with a quiet 
power that commands attention and 
response. 

The Art Directors Club medal- 
winning package is the El Producto 
Cigar Album, which contains 25 
cigars ranging from the slim panetela 
to the stout corona. The cover of the 
box employs a rather daring art tech- 
nique—that of the photogram—which 
forms alluring silhouettes in tones of 
gray of the various cigar sizes and 
shapes inside. These appear against 
a solid black background with color 
breaking through at the bottom in a 
rainbow of shades to spell out El 
Producto. Front and sides repeat the 
name in several colors. In bold con- 
trast to this dark cover is the cheery 
red of the inside cover. Forming an 
appealing composition inside the box 
is an assortment of five sizes of cigars 
divided by panels. 


>There is no set color scheme for 
displays, packages and promotions. 
Their colors are in a constant state 
of flux. Colors are kept clear and 
bright and there is always a chang- 
ing play of contrast. The use of four 
and five colors is frequent. 

There is a well-programmed shift 
of display scenery during various 
holidays, which gives El Producto a 
seasonal refreshment. 

Background displays are coordi- 
nated with seasonal themes for 
Christmas, Easter, Father’s Day, etc. 
These measure around 30x40” and 
are silk screened. Colors are bright 
and gay, and a panel of this size does 
much to give a quality of illumina- 
tion to a window. Before this unit, 
the different El Producto packages 
can be arranged in dramatic set-ups. 
There are also small window cards, 
which can be used to secure flanking 
effects to balance a display. 


>For the displays, the El Producto 
logotype is produced in stencil let- 
ters. It was felt that this treatment 
had a definite masculine and tobacco 
flavor—it suggested travel, imports, 
looked good to the eye and had a dis- 
tinguished postery appeal. When its 
letters are broken up into various 
colors, the word acquires a “mellow- 
ness.” 

Promotion pieces sustain the show- 
manship exemplified in the ads and 
displays. They have color and qual- 
ity, and present the full array of El 
Productos in a compelling line-up. 
The dealer gets a persuasive picture 
of El Producto’s “Great 8,” which 
contains a size, shape and package 
for every personality. Packages of all 
types are shown along with replicas 
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of the ads that have done so much to 
popularize this brand. 

One of the most novel promotion 
pieces is devoted entirely to the pro- 
jection of the glass-tubed El Pro- 
ducto Queen—a quarter best seller. 
On the light blue cover there is a 
die-cut of the cigar shape cello- 
phane-faced from the inside, simu- 
lating the glass tube. Then, lifting the 
cover, there appears the same cigar 
but in a changed pose. Nicely juxta- 
posed to the dapper figure of the 
cigar is a waitress coming up with 
brandy. The cigar is reproduced in 
natural colors. 


>Salesmen have found this cam- 
paign a great asset to their efforts. 
They have put more personality into 
their selling, realizing they have a 
product with so much personality. 
The over-all drama of the promotion 
has made them feel part of the act 
and they put on a real performance 
when negotiating an order. Dealers, 
too, find their show cases and win- 
dows look more enticing when graced 
with colorful El Producto units. 
This campaign has proven most 
successful. Today, El Producto has 
the reputation of being America’s 
largest selling quality cigar.4 4 
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Frankl Color Laboratories (Wash- 
ington), Ansco-authorized color lab- 
oratory, has issued a price list folder. 
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Seattle's Fifth Annual Exhibition of 
Advertising Art lends evidence to the 
fact that the Pacific Northwest is ex- 
periencing an impressive creative 
growth. The area no longer must de- 
pend upon larger ‘art centers” to fill 
its need for advertising illustrations. 


By Harry Bonath 
President 
Seattle Art Directors’ Group 


The Pacific Northwest’s impressive 
creative growth is demonstrated by 
the work of Washington state art- 
ists, which was featured in the Fifth 
Annual Exhibition of Advertising 
Art sponsored by the Seattle Art Di- 
rectors’ Group. Seattle’s show differs 
from that of New York and Los 
Angeles in that the finished art must 
be produced in the State of Wash- 
ington. 

Conditions have changed consider- 
ably from the days when the first 
advertising club art exhibit was held 
in Seattle in 1934. Staged with art- 
work from a small number of art- 
ists and with few national accounts 
to draw from, it was little more than 
a beginning ... but it was the 
nucleus from which the present show 
grew. 


Th 
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Advertising Art “Comes of Age” 
— In the Pacific Northwest 


While a strictly regional style has 
not yet developed in Northwest ad- 
vertising art—as has been the case 
in the fine arts field, where men like 
Mark Tobey and Morris Graves have 
achieved international acclaim—this 
year’s show reflects a Western fresh- 
ness, a touch of sophistication and an 
increased technical skill. 


> Seattle’s problems are the same as 
those faced by many other cities of 
its size although its great distance 
from large art “centers” has worked 
in the local artists’ favor. The Seattle 
market is attracting, keeping and 
maintaining talent it couldn’t have 
dreamt of having a few years ago. 
The Art Directors’ Group, by rais- 
ing the quality of work, has suc- 
ceeded in holding much work in 
Seattle that formerly was sent to 
larger art “centers.” With a com- 
pletely realistic attitude, we know 
that the volume of high level art is 


jeneral newspaper 


agency, Miller G&G Ce 


general 


Miller G Co.; advertiser Fred Marinacci; agency 
Opposite page, 1. Direct G&G Malting Co 
Dan Swope; agency 
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Buchan Baking Co 


Myron Graybill; advertiser, Frederick & }b 
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director Ray Pederson 
Brewing G&G Malting Co 
director, Myron Graybill Gerry H. Abbott; art 

3. Direct Mail, illustration—artists 
Charles Swanberg, Harry Bonath; art director, Dan Swope; agency, Condon 


4. Color illustration 


agency Miller G Co 


9. Television art 


not sufficient to be attractive to 
“name” artists, but feel that in time, 
this, too, will be different. 

Specialists, of course, are devel- 
oped by types of accounts. Since 
lumber, plywood and furniture man- 
ufacturing are important local in- 
dustries, much effective work is be- 
ing produced in this field. Beer and 
food products are also heavy users 
of local artwork. Department store 
advertising art is on a par with that 
anywhere, as many national retail 
contests will attest. 


>The Seattle Art Directors’ Group, 
founded in 1950, became a chapter of 
the National Society of Art Directors 
in 1953. In its comparatively short 
existence, it has done much to raise 
art standards and to create a better 
working relationship between artists 
and art buyers. The Seattle group 
now comprises about 80 members, 
being augmented in the last few 
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years by easterners like James Peck, 
Rudolph Bundas, Douglas Murray, 
Tom Gorey, Roy Miller and others. 

For the 1954 show, examples of 
which are shown in the illustrations 
accompanying this article, over 600 
pieces were submitted and 149 in 12 
categories were accepted by a special 
jury for hanging and final judging. 
After trying various methods since 
the first exhibition in 1950, this year’s 
awards consisting of six Distin- 
guished Merit Awards and 14 Merit 
Awards were chosen by a single 
judge, John Blew, art director for 
Joseph R. Gerber Co. (Portland, 
Ore.). 44 


Archbold Issues New 
Offset Art Clipbook 


The latest in a series of ready-to- 
use promotional art books has been 
announced by A. A. Archbold, Pub- 
lisher (Los Angeles). Called “Offset 
Scrapbook No. 9,” it contains 600 
spot illustrations dealing with such 
subjects as holidays, sports, vaca- 
tions, music, entertainment, insur- 
ance, religion, children and western 
themes. 

Of special interest to house organ 
editors are two pages devoted to il- 
lustrated column headings. Material 
is original line art, printed on one 
side of the page, ready to cut out 
and use for offset reproduction or 
making zine engravings. 

The 24-page, 8144x10%” book is 
printed on Kromekote. It sells for $6. 

44 


Company Produces New 
Airbrush Line Guide 


An aid to solving the problem of 
airbrushing “straight lines” has been 
introduced by William Miller Adver- 
tising Production (Los Angeles). 
The new plastic tool is named the 
Shelton Airbrush Line-Guide. 

The line guide features a clip that 
fits around the nozzle of the air 


Airbrush Aid . . . This new plastic guide, 
developed by William Miller Advertising 
Production, is designed to help the artist 
airbrush ‘‘straight lines.” 


brush. The clip travels on a formed, 
chromeplated guiding edge, holding 
the airbrush in correct position. The 
line guide also has a rubber base and 
bearing that permits it to move 
smoothly without smudging artwork. 

The guide can be used with or 
without a T-square. For use with 
the T-square, the 18” acetate guide 
fits into hinges that clamp on the 
edges of the T-square. The guide is 
priced at $7.95. 

Additional details on the guide and 
its use are available. 


For your copy circle No. 802 on the 
Reader’s Service Card inside back cover 


Color Lab Announces 


Composite Pictures 
Bebell & Bebell Color Laborato- 


ries has announced a new service 
providing photographic color com- 
posites made from various different 
pieces of original copy. The compos- 
ites, intended for use in display ma- 
terials, or in exhibits, can be made 
from color transparencies or artwork 
of any size and density. 

Bebell strips the various compo- 
nents together onto one master 
transparency, which combines the 
elements into one picture. The color 
composites are available in any size 
up to 11x14” and 30x40”. Basic price 
is $30 per component. 

Additional information is available. 


For your copy circle No. 803 on the 
Reader’s Service Card inside back cover 


TO IMPRESS V.1.P.'S... 


dress up + photos 
layouts AKG 
and artwork gs 


WITH CRESCENT 
‘ANNIVERSARY SERIES 
MAT BOARD 


CHICAGO CARDBOARD COMPANY 


SEE YOUR ART MATERIAL DEALER TODAY! 


1240 N. Homan Ave., Chicago, Ill. 
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RCS Booklet Describes 
Photo Blow-ups, Murals 


Giant blow-ups, murals, montages, 
display cutouts and sales presenta- 
tions are described and illustrated 
in an attractive new booklet, “Make 
Mine King Size,’ issued by RCS 
Studios, division of Rapid Copy 
Service (Chicago). 

The 32-page booklet features 33 
examples of blow-ups, demonstrat- 
ing a variety of uses. The examples 
include a blow-up of a shot of a 
palm tree, used in a window display 
featuring resort wear; a scenic photo 
used as a decorative picture for a 
bar; giant prints showing college 
scenes for a campus shoe shop; en- 
largements of ads for displays at 
conventions, in railway stations, etc., 
and huge photo cutouts of figures as 
used in window and store displays. 

The booklet also shows how photo 
blow-ups, murals and montages can 
be used effectively to decorate offices 
and showrooms and as backdrops for 
exhibits. Included in the booklet is 
information on how photographs can 
be reproduced as enlarged cutouts, 
montages, translites, posters, eraso 
prints and other photographic forms. 
Tips on proportioning, mounting and 
preparing sales presentations, using 
the photographs, are also listed. 

RCS offers prints as large as 5x10” 
in one piece, and as large as a sign 
board, produced in_ sections. 


For your copy circle No. 804 on the 
Reader’s Service Card inside back cover 


Advertising Copyrights 
... Continued from Page 20 


8 F. Supp. 358; modified 81 F. 2nd 373; 
Brown v. Molle, 20 F. Supp. 135). 

Although it is clear that the rule 
in the Uproar and Brown cases is fol- 
lowed to the extent that it applies to 
the oral performance of otherwise 
copyrighted material—music, scripts, 
etc.—I am not certain that the 
doctrine can safely be extended to 
the televising of commercial art or 
cartoons in the light of the decision 
in the Patterson case, which held that 
the projection of the picture on a 
screen constituted the making of a 
copy. 

There are a number of practical 
solutions, however, which I submit 
for consideration. As I pointed out 
earlier, many full-page advertise- 
ments appearing in magazines, which 
contain valuable artwork, do contain 
a copyright notice in the name of the 
advertiser. In the case of television, 
the slides or films depicting the com- 
mercial message could be copy- 
righted either as a motion picture or 
as a work of art and an appropriate 
copyright notice could appear on the 
screen. 44 


455 West 45th St. 





The answer to your many color 
problems . . . and it’s yours for 
the asking . . . write or phone 
for Kurshan & Lang’s new 

16 page color handbook ... 

full of important color information, 
prices. . . time and delivery 
schedules. Valuable tips on when, 
how and why the leading art 
directors and photographers 
always count on K & L for 
professional QUALITY color 
services. 


PHONE: 
MUrray Hill 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME vx MATRICES 


plus 
other essential services 
for reproducing and 


projecting color. 


KurshanéEl ang 


COLOR SERVICE 
OTE Me a es 
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GIANT ENLARGEMENTS 


30 x 40, $3.75—40 x 60, $7.50 
Larger Sizes, $1.00 sq ft. 
Copy Negative, $1.00 
Exhibits, Hotels, Offices, Displays 


SPOT-LITE STUDIOS CO. 


New York 36, N. Y. 
Circle 5-9085 
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a) by the STRECHTYPE® process 
STRECHTYPE?® will -precisely 

TIME & = make sharp photo copies of your 
type and art work, condense, wid 

1D 13 en, slant, shorten or curve as you 
SAVER specify. (*Trade mark. Pat. No. 2607268 
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QUANTITY PRICE PER PRINT—SINGLE WEIGHT GLOSS 


100 250 $00 1000 


Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
“VISUALITE” Display. 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES. 


152 W. Huron Street + Chicago 10, Illinois 
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What makes a carton better? 


One of the features 
of Gair’s Coordinated 
Packaging Service 


Hand a product to the Gair engineers and ask 
for a folding carton that will protect it... 
display it . . . sell it — they'll come up with the 
answer. The structure they design may range 
all the way from a simple seal end carton to 
a rhomboid display like the one illustrated. 
Whatever it is, it will be the right carton for 
the job. 


For instance, Gair’s team of gifted craftsmen 
worked with the Hat Corporation of America 
to produce the first folding carton for men’s 


hats—and ended the 150-year reign of the 
round pre-formed box. 


In meeting challenges of structural design, 
Gair engineers solve problems which extend 


from the choice of paperboard to how the car- 


ton will work on an automatic packaging 
machine. 


Add structural design to the other features — 
graphic design and its faithful reproduction, 
carton production from a variety of materials, 
expert help on mechanical packaging — and 


you have the story on Gair’s Coordinated Pack- 
aging Service. 


This service can solve your problem, too; we'll 
be pleased to tell you how. For specific infor- 
mation on carton structure, write for a copy 


of Cartons by Gair. Please address request to 
Dept. 57. 


FOLDING CARTONS 
SHIPPING CONTAINERS 
PAPERBOARD 


155 EAST 44th STREET = 


% LEAN 8 i 


ROBERT GAIR COMPANY, INC. - NEW YORK 17 
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Package design and development 
is an important function of admen. 

Clear evidence of this fact has 
been established by a special AR 
survey just completed. AR felt that 
the influence of advertising managers 
and agencies in pack- 
aging was being un- 
derrated . . . and de- 
cided to find out the 
facts of the matter. 

To find the answers, 
AR sent questionnaires 


the adman’s role in 


LABELING & PACKAGING 


design as a logical agency function. 


> While we have no statistics to sub- 
stantiate our theory, it 
is likely that the im- 
portance of admen in 
packaging programs 
has increased greatly 
during the past few 


years due to the great- 
to approximately 1,000 er importance of pack- 
manufacturers known ages in this era of self- 
to be interested in service merchandising. 
packaging and to 500 Since many packages 


agencies handling ac- 

counts in this field. 

Replies came from 264 manufactur- 
ers and 88 agencies—an unusually 
high 18% return. 

Two figures provided by the sur- 
vey serve to underscore the role of 
admen in packaging: 

e In 53% of the companies replying 
to the survey, the advertising man- 
ager or his counterpart is directly 
responsible for package design and 
development. In a large number of 
the other companies, the advertising 
manager is directly involved. 

e 87% of the agencies responding 
reported that they regard package 


AR presents a special 
industry survey on the 
influence of advertising 
men in package design. 


must do a selling job 

today that formerly 
was entrusted to retail clerks, they 
have clearly become an important 
part of the advertising and sales pro- 
motion program. 

AR’s survey revealed some other 
interesting aspects of the handling of 
packaging today: 

e The determination of design and 
materials used in packaging is gen- 
erally a group decision. 

e Advertising and merchandising 
executives (many of whom perform 
both functions) are almost always 
members of the group making the 
decision, and frequently are in a 





position to initiate action on packag- 
ing problems. 
e In many cases the judgment of 
advertisers is aided by the use of 
specialists in the field of package de- 
sign, who act as consultants to com- 
panies studying this field. 
e The actual purchase order for 
packaging materials, following a de- 
cision on the design to be used, is 
usually issued by the purchasing de- 
partment of the manufacturer. 
e Advertising agencies are accus- 
tomed to participate with clients in 
research and study of the best pos- 
sible materials and processes to be 
made in packaging and labeling. 
e The packaging function in adver- 
tising agencies is shared by a group, 
usually including both art directors 
and account executives, plus spe- 
cialists in some cases. 
e The agency contribution to pack- 
age design includes a broad survey 
of the subject, and is not limited to 
art and copy services. 
e Many advertising agencies place 
orders for packaging materials in be- 
half of clients. 
The detailed findings of AR’s sur- 
vey: 
> The first question asked advertis- 
ers was: What individual, by title, 
has responsibility for package design 
and development in your company? 
e Advertising manager .... 63 
e Advertising manager, in as- 
sociation with sales man- 
ager, sales promotion man- 
ager, merchandising man- 
ager, or vice-president 18 
Advertising manager, art 
director, engineering 
Advertising manager, sales 
manager, president 
Advertising manager and 
management committee 
Vice-president in charge of 
sales and advertising 
Vice-president in charge of 
sales 
Vice-president in charge of 
advertising and sales pro- 
motion 
Advertising supervisor 
Vice-president in charge of 
advertising 
Sales promotion manager 
President 
Committee 
Sales manager 
Merchandising manager 
Marketing manager 
Vice-president 
Purchasing agent 
General manager 
Manager 
Secretary 
Assistant plant manager 
Export manager 
Art director and purchasing 
agent 
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e Others .....20 
Total replying . 


...172 


> AR’s survey then asked: If the 
advertising manager does not have 
this duty, at what stage is he called 
into the discussion? 

From outset . 28 

Seldom 

Never 

When designs are submitted 

Before accepting design 

After preliminary work is 

completed 

For copy and layout 

At advertising stage 

During development 

On packaging committee 

For recommendations . 

For design of label and 

over-all appearance 

Final stages 

To OK design and artwork 

When artwork is considered 

At planning stage 

When copy is discussed 

Total replying 65 


> Does your advertising agency par- 
ticipate in conference on package de- 
sign and development? 
e Yes . 92 
e Sometimes 28 
e No ..... 55 
Total replying - 175 


> Is the final decision on a new pack- 
age or label made by an individual 
or group? 
e Individual 27 
e Group .... 149 
Total replying 176 


Note: Members of the deciding 
groups differed considerably from 
one firm to the next. Some groups 
consisted of only “sales manager and 
advertising manager,’ some were 
much larger groups, and still others 
included suppliers. One respondent 
explained that his company’s com- 
mittee was composed of “president 
and subordinate personnel, supple- 
mented by opinions of selected 
wholesale and retail distributors.” 


“What we're looking for, Mr. Frentd, is 


a man with plans... ideas...” 


> The next question was: If the final 
decision on a new package is made 
by an individual, who is he? 


Advertising manager 
President en 
Merchandising manager . 
Vice-president in charge of 
NEE iB 
Assistant plant manager 
Sales manager 
Vice-president in charge of 
marketing 

e Vice-president 
General manager 
Sales department 

Total replying .. 


> Advertisers were also asked: How 
would you appraise the influence of 
various departments in the final de- 
cision on a new package? 

e Advertising 

e Sales ..... 

e Merchandising 23.0% 

e Management . 24.8% 

Note: These figures may not be 
representative as less than half of 
the respondents answered the ques- 
tion in the form presented, indicat- 
ing that it did not apply to their or- 
ganization set-up. 

A considerable number reported 
they do not have separate merchan- 
dising departments. Some coupled 
departments in attempting to ap- 
praise their influence in the final de- 
cision. According to one, for in- 
stance, sales and merchandising 
weigh 80% at this stage. Some wrote 
in their own candidates, believing 
that the research department, pro- 
duction department or purchasing 
wields influence. Eight reported that 
their merchandising departments 
have been merged with their adver- 
tising departments. 

Perhaps the situation was best 
summarized by the advertising direc- 
tor of a large food company, who 
commented, “Management has the 
final say, but seldom over-rides rec- 
ommendations of the sales and ad- 
vertising departments.” 


29.8% 
26.3% 


> Another question was: Have you 
ever used an independent package 
designer? 
Yes . of 107 
Yes, but too expensive 1 
Yes, but not very success- 
fully 
Yes, as consultant 


No 
Total replying 


> Who actually places the order for 
a new package and the corollary 
supplies? 
e Purchasing agent ..... 105 
e Advertising manager .......... 29 
e Production department ...... 13 
e General manager ................ 4 





TV E 
to beat the band 


with 


NASHUA Sales Impulse Bands 










i494 Agsnned 


3-D, 3-Ways . . . As you look at the eye- 
stopping wavy lines of this container, the 
flat surface takes on depth, and ridges 
and valleys seem to appear. Besides the 
illusion of 3-D depth, the package fea- 

















for a combination deal 





tures three display panels, each playing 
up a different sales point. Stone Container 
Corp. (Chicago) produced the container 
for Bell G Howell Co.’s (Chicago) Three 
Dimersion division. The wavy lines are 
dark blue and light blue, tying in with 
the colors of the projector which the box 
contains, while the logo and lettering are 
printed in red. 




































holiday 
promotion 









e President 4 
e Sales department 4 
Total replying 159 


> The first question asked of adver- 
tising agencies was: Do you regard 
package design as a logical agency 
function? 





e Yes 

e Consultation o 

e Partially 1 

e For time being 1 

e When requested 1 

e No 5 
Total replying 87 


> Agencies were also asked: What 
percentage of your package-goods 
clients expect you to play a primary 
role in package design? 

e The answers ranged from none to 
100%. The average, however, was 
66%, based on the replies of 75 


















agencies. Over one-third (27) re- | @ In today’s highly competitive mar- Economical . . . self-sealing, Nashua 
ported 100%; 13 said 50°. ket, alert marketers are turning more Sales Impulse Bands are made-to- 
and more to Nashua Sales Impulse order for self-service selling. If you'd 
>The next question was: Is respon- Bands — as an inexpensive method of like to give your package maximum 
sibility for this function lodged in an branding ... to “tie” products firmly impact, better brand identification, 
individual or a group in your together (for special promotions) write today for samples and prices 
agency? ... to give products a seasonal boost of these wrap-around bands — avail- 
a ... or simply to add brightness and able in any width from 1” to 6”, 
e Group oI consumer appeal. with either self seal or gummed ends. 
e Art department 5 
e Art department plus ac- | N A 
count men and copy staff... 1 SURE-HOLD DIVISION 
e Two men 1 


; Accumtereute ua | NASHUA CORPORATION 
e Art director and account 





executive - | 44 Franklin Street * Nashua, New Hampshire 
e Individual 6 | 
Total replying 68 


for more details circle 919, page 97 








June 1954 ¢ ar « 33 





An Agency's Viewpoint 


The vice-president and art director of 
one of the country’s leading advertising 
agencies, in replying to AR’s survey on 
packaging, made a particularly good 
summary of the situation. He said: 

Advertising’s interest in the achieve- 
ment of outstanding packaging is today 
greater than it has ever been, and for 
good reason. The dramatic growth of the 
self-service system in stores everywhere 
has changed the entire concept of pack- 
aging. A salesman no longer stands back 
of a purchase, particularly in the super- 
market. The package is its own sales- 
man. Impulse buying is no longer the 
exception to the rule... it is the rule. 
Shopping lists are most often vague men- 
tal notes rather than precise written lists. 
Women these days truly shop. Unless a 
package is capable of arresting her at- 
tention and selling what is inside, it fails 
to do its job. 

All of this does not mean what we as 
cn advertising agency believe that we 
should get into packaging as experts, 
executing and following a packaging 
problem through to completion, any more 
than we believe that we should become 
industrial designers in order to assure 
ourselves a better refrigerator, automo- 
bile, or typewriter to advertise. We are, 
however, deeply interested. 

We feel more strongly than ever that 
packaging problems are the direct con- 
cern and should be under direct super- 
vision of the agency. This supervision 
entails counsel of the agency in employ- 


>Does your contribution usually 
consist chiefly of artwork, or do you 
survey the whole range of materials 
and supplies? 


e Whole range 53 
e Artwork 23 
e Whole range plus exhaus- 
tive tests 
Art and copy 
Varies 
Total replying 8 


> Do you ever recommend use of in- 
dependent package designers to your 
clients? 


e Yes 53 
e No 15 
e Prefer to work with pack- 
age designer ourselves 1 
Sometimes 12 
Seldom 1 
If requested 1 
Only regarding materials... 1 
Total replying 84 


> Do you ever place orders for your 
clients? 


e Yes 40 
e No 36 
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ing a designer-engineer for the specific 
packaging job at hand. 

Good packaging involves two special- 
ized talents which can be most effec- 
tively furnished by a designer-engineer: 


1. Engineering and structural schemat- 
ics taking into account the nature of the 
product, the point of purchase, and the 
kind of merchandising it must lend it- 
self to. 


2. The graphic design on the packaging. 

As an advertising agency, we know 
merchandising; so does the client; so 
does a keen packaging designer-enai- 
neer—each in his own way. 

There may be integration needs be- 
tween the advertising and packaging de- 
signs. There is always a copy problem. 
There is most often a desire for strong 
family resemblance in a product line. 
There is always the need for profes- 
sional and specialized knowledge of 
materials, both new and commonplace, 
mechanical possibilities, machinery, 
printing, and costs all along the line. 
There are the intangibles such as in- 
ventive genius, innovations, and graphic 
design sense. There are competition 
studies to be performed with keen in- 
sight. 

The agency, the client, and the pack- 
aging designer-engineer may all be well- 
informed, but the particular pro in this 
business of packaging is the packaging 
expert. Without him there are too many 
ways to miss the boat. 


e Sometimes 
e Seldom 
Total replying 


Offer Labelon Tapes 


In Individual Strips 

Labelon 
“write on it” 
produced in convenient cut-to-size 
strips by Labelon Tape Co. Inc. The 


self-adhesive plastic 
tapes are now being 


individual labels are available in 
sizes from 1” to 6” in length and %«6” 
to 3” in width. Any of a variety of 
border colors can be ordered. 

Formerly Labelon tapes were pro- 
duced in roll, tablet and book match 
forms only. The tapes can be written 
on with any dry, blunt point—no ink 
or crayon is required. Writing ap- 
pears beneath a layer of transparent 
plastic due to pressure of the writing 
instrument. 

The new individual tapes are 
mounted on special polyethylene pa- 
per from which they peel off smooth- 
ly. Samples of the tapes can be ob- 
tained from Labelon Tape Co. Inc., 
450 Atlantic Ave., Rochester 9, N. Y. 

44 


Stock Plastic Boxes 
Described in Catalog 


Stock boxes made of rigid styrene 
plastic are described and illustrated 
in a new catalog issued by Monsanto 
Chemical Co.’s plastics division 
(Springfield, Mass.). The catalog is 
handily indexed by a device of cut- 
ting off the corners of each page, and 
the reader can turn easily to read 
about the particular type of plastic 
box in which he is interested. 

Suggested in the catalog are a 
number of uses for the clear plastic 
boxes such as for packaging candy, 
drugs, meat, tools and as florist 
boxes. Rectangular, octagonal, 
square, square flat, cylindrical, 
round, half round, oblong, round 
ends, novelty, etc., are the different 
shapes offered in the catalog, in 
both Lustrex and Vuepak plastic. 
The descriptions of each box give 
the dimensions, the available colors 
and tell the type of cover. Order 
cards are included in the back of 
the catalog. 

The boxes are produced by a num- 
ber of different fabricators using 
Monsanto materials. The catalog 
serves as a complete checklist of the 
multitude of stock plastic boxes 
readily available today for most any 
packaging problem. 44 
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Equitable Fabricates 


New Giant Paper Bags 


A paper bag big enough to hold a 
9x14’ rug? It’s been done by Equi- 
table Paper Bag Co. (Long Island 
City, N. Y.), which is now fabricat- 
ing bags that reportedly are the 
world’s largest. 

With the use of a new machine, 
the company can turn out bags of 
varied weights, up to two ply and in 
sizes up to 19x18x167”. 


Surface Design .. . This floor stand, ad- 
vertising Palmolive soap, won first prize 
in the Surface Design and Printing class 
of the Fibre Box Assn.’s competition. The 
display was produced by Gibraltar Corru- 


gated Paper Co. for Colgate-Palmolive Co 





The New “’Snap-Open”’ Package 


. .. This picture demonstrates how Philip Morris’ new 


“‘Snap-Open” cigaret package works. The smoker flips the cellophane tape off, pulls up 


‘ 


the small ‘‘finger’ 


of red cellophane that is welded to the foil tuck and the package 


opens, exposing the cigarets. After the cigaret is removed, the foil flaps can be 
folded back easily and neatly, keeping the pack well sealed. 


Revolutionary New “Snap- Open” Cigaret 
Package Introduced by Philip Morris 


Flip the cellophane tape and 
“snap” the package is open, the cig- 
arets ready to be plucked from the 
pack. This is Philip Morris & Co.’s 
revolutionary new self-opening cig- 
aret package introduced to smokers 
last month. 


The new package works like this: 
The red cellophane tear-tape is 
zipped off in the usual manner to 
open the outer cellophane wrapper. 
As the top of this wrapper is lifted 
off, a special film pull tab, attached 
to the cellophane and to the inner 
laminated foil wrapper, neatly pulls 
open the flaps of the foil that are 
usually torn off by the smoker. After 
the cigaret is removed from the pack, 
the foil flaps can easily be folded 
back to protect the remaining cig- 
arets. 


>Behind the development 
*““Snap-Open’”’ 
Morris has 


of the 
package, as Philip 
named it, are several 
years of research and the combined 
efforts of four companies—three 
equipment manufacturers and Philip 
Morris. Bernard J. Tamarin, presi- 
dent of Pull-Packaging Inc. (Phila- 
delphia) and package designer, be- 
gan work on the idea of a “snap- 
open” pack that used a cellophane 
strip “pull” in 1946. Pull-Packaging 
was set up to develop a machine that 
would carry out the idea. 


The machine was finally perfected 
—a simple machine that manipulates 
the thin strip of cellophane, placing 
it just right and welding it in place. 
The special machine was designed as 
an attachment for the standard 
American Machine & Foundry Co. 
3-79 packer. Following the perfec- 
tion of the special attachment, there 
were trials and adjustments with the 
Philip Morris packing equipment. 

The Flex-Vac division of Standard 
Packaging Corp. (New York) co- 
operated in making the snap tape 


workable. The new package had to 
be adapted to high speed machinery 
(120 packs a minute). Standard 
Packaging’s specially coated Flex- 
Vac film used for the snap tab had 
to be designed so that it could be 
sealed to both cellophane and foil 
without slowing down the speedy 
packaging machines. 


After two years of trials and the 
adoption of many refinements, Philip 
Morris was ready to launch the new 
pack. A national promotion cam- 
paign was planned to introduce the 
first advance in cigaret packaging 
since zip tape was adopted in 1939. 
Finally, Lucille Ball and Desi Arnaz 
introduced and demonstrated the 
new pack on Philip Morris’ television 
show, “I Love Lucy.” 44 


Floor Stand ... . First prize in the Floor 
Stands and Displays class of the 1954 
Fibre Box awards went to this stand pro- 
duced by Ohio Boxboard Co. (Rittman, 
O.) for Wooster Rubber Co 


UPTO 10 FT. 
WIDE 


ON A THILCO prINT-DECORATED 


PROTECTIVE PAPER! 


Adding ‘‘salesmanship” to this upholstered 
sofa protective wrap cost the Chittenden 
and Eastman Company just 2.3¢ ... power- 
ful advertising value with brand identity at 
less than the cost of a first class stamp! Spe- 
cifically, C & E’s attractive, trademarked 
wrapper is a non-staining blond laminate, 
fibre reinforced paper for unusual strength 
— safer product protection. All, for an 
amazingly /ow unit cost. 


WHAT ABOUT YOUR PRODUCTS? 


Let Thilco Print-Decorated papers add sell- 
ing power and protection to your wrap- 
pings. Available in a wide range of base 
papers and treatments up to 10’ wide, Thilco 
grades meet packaging’s most exacting re- 
quirements, whether for a spool of thread 
or a carload of machinery. What’s your 
wrapping problem? 





| Thileo FUNCTIONAL papers: 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bags. Write for sample kit, 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN } 


NEW YORK « CHICAGO « DETROIT « MINNEAPOLIS © CINCINNATI 
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for better looking comprehensive 
layouts and designs 


for faster, more accurate assemblies 
which involve close register, 
transparency or fine details. 


for cost saving application of type, 
matter to photographs 


free 
sample 


; ae 
for a free sample 


en Trans-Adhesive Impression. 


Experiment with it. See how easy and 
effective it is to use. 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-6 
Chicago 11, Illinois 


Gentlemen: Please send me sample 
Monsen Trans-Adhesive Impression. 


name 
company 
address 


city 
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how to make 


Monsen Trans-Adhesive 
Impressions work for you 


MONSEN TRANS-ADHESIVE IMPRESSIONS are pulled on 

tough clear acetate from your specified copy . . . type, 
symbols, designs, rules, ornaments. ‘They are sharp and 
clean in black, white or colored inks. A special 
transparent adhesive on the back of the acetate takes hold 
when you burnish the surface. The type matter and the 
details under the clear* acetate reproduce perfectly. 


% opaque backing and matte finish are available for special jobs. 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., NW. 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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LAYOUT & TYPOGRAPHY 


memo- - on typogra 


or the Art Direc 


Ever since Gutenberg, type design 
has been a subject of great interest to 
artists. In fact, most types have been 
designed by artists, from Caslon to 
Weiss, men who have ranged from 
painters to decorators. One of the 
most popular American typefaces, 
Cheltenham, was designed by 
Bertram Goodhue — distinguished 
architect. 

Many artists have designed special 
types to secure a more harmonious 
continuity of mood in their books. 
Howard Pyle and William Morris 
furnish excellent examples of this 
thorough approach. 

The early printers were artists and 
scribes, not mechanics and early hand 
cast letters had some of the casual 
quality of the early manuscripts. 


By FRED FARRAR 


The Typographic Service Co., New York 





Speed became a vital factor, because 
of the broadening of education and 
consequent mechanization brought 
deadly accuracy and precision to the 
casting of type. 


>The mechanic lowered the stand- 
ards of printing. Without the guid- 
ance of the artist, the printed word 
lacked form and character. 

It was the emergence of the art di- 
rector in the field of advertising that 
brought the artist back into the 
graphic arts and with him, came a 
new renaissance. The art director, in 
letting other departments take over 
on the execution of his responsibili- 
ties, is losing his importance and his 
dignity, the departmentalization of 
his function has robbed many a job of 
his over-all taste and knowledge. As 
a consequence, many advertisements 
slip into the second class group. The 
art director should make every effort 
to control and direct the entire oper- 


tor 


ation, and typography, though a 
minor one, is an essential part of his 
responsibility. 

The art director should supervise a 
job from conception to conclusion. At 
this point, it is interesting to recall 
that during the early days of the pro- 
fession, an art director could not 
qualify for such a position unless he 
proved complete competency. 


>The essential function of the art 
director is to guide the hands of the 
various craftsmen on his staff — to 
suggest, interpret and supply the cre- 
ative flair. 

It is extremely important to have a 
sure sense of types; it is frequently 
necessary to actually sketch them 
into a layout. This approach has a 
realistic finality, and cuts down costs 

a very important item in these days 
of ever increasing mechanical costs 
and a fixed agency commission. 

Simple things are best in any art, 


June 1954 ¢ ar « 37 





but the most difficult to achieve. Con- 
sequently, the uneducated dabble in 
all sorts of involved ideas that are so 
frequently meaningless and vulgar. 
Abnormal straining to be original and 
to be different is not necessary—all 
this gut-straining is no doubt respon- 
sible for most of the typographic and 
layout nonsense. What is required is 
a quiet coming to terms with the re- 
quirements of a job and executing the 
work obviously and well. 


> Most bad typography is bad be- 
cause it is not a correct interpretation 
of the problem. Practical typography 
is concerned with solving a design 
problem, which primarily consists of 
catching the spirit of the copy and 
transferring it to paper. 

A helpful pointer in this respect is 
to get the writer to indicate his ideas 
as to format. Thus one may pick up 
some of the color of his motivating 
mood and the integrity of his convic- 
tions. Years ago, when I was associ- 
ated with Earnest Elmo Calkins, of 
Calkins & Holden, I found it easy to 
typographically interpret his 
thoughts, because he would invari- 
ably scribble a rough layout along 
with his copy that provided an inval- 
uable cue in designing the finished 
work. 

The famous Admiral Fisher of the 
British Navy had a forceful way of 
making his ideas felt by his fellow 
officers. He used four different cel- 
ored pencils for jotting down his fleet 
memos and orders, the words ranged 
considerably in size, as well as color 

thereby reflecting the pitch of em- 
phasis and the tone of his mood. From 
these, his staff would know instantly, 
with telegraphic dispatch, the correct 
interpretation. 


> When a manuscript comes into the 
shop, I scan it w‘th two separate eyes 

one with the eye of the typographic 
craftsman interested in giving it the 
proper physical form, and the other 
with the eye of the appreciative and 
sympathetic scholar. Thus is it pos- 
sible to check the loss of meaning 
that occurs between writer and 
typographer by establishing a bridge 
of understanding. In olden times 
when authors hand-lettered their 
books, there were no such interpre- 
tive problems. 

One should have an overruling 
passion for dominant ideas and avoid 
secondary notions that dull the fine 
edge of thought. Where advertising 
goes wrong is when it is left unjelled 
by the absence of a concrete idea. 
Then it is that artists start to invent 
a hodge-podge of effects that lack 
continuity and sustained purpose. 
Few advertisements are so organized 
that they can stand just as a piece of 
design; they must be a part of a com- 
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manding concept and idea. Eternal 
vigilance must be constantly exer- 
cised in seeing that ideas are kept on 
the track and not detoured by vari- 
ous whimsies. Ideas only live when 
they are kept simple and obvious. 


>The fundamentals of typography 
are few, and there is nothing complex 
about them. Spacing, that most im- 
portant and elusive element, is in 
constant control of the hand design- 
er. In type however, it is purely a 
mechanical operation. I am taking 
the liberty of suggesting a few of the 
fundamentals that will prevent a per- 
son from doing anything that is really 


bad. 


1. How wide should a line be set? 
This varies with the size of type used, 
and is controlled by the reading hab- 
its of the eye. A line set too wide be- 
comes uncomfortable to follow with 
the eye, and by the same token, type 
that is over large for a measure suf- 
fers from such bad spacing that it is 
extremely difficult to read. 


2. How much space between lines? 
Good leading is usually about the 
same space between lines as between 
words. 


3. Put down on paper, no matter how 
crudely, your own ideas, for the 
printer’s interpretation. A good 
printer is quite capable of translating 
the roughest layout. 


> An easy-to-read piece of composi- 
tion can be compared to a well- 
planned department store, where 
there are wide aisles, neat counters 
shorn of excessive display, conveni- 
ently placed elevators, entrances and 
exits. Consider the comfort of the 
customer—make ads inviting and ef- 
fortless to shop from. These are of 
paramount importance. 

There is a fitting place for orna- 
ment, but it should be used with dis- 
crimination. When you look at a page 
and you feel that it needs ornament, 


“Yes, he’s a little odd, but he’s the most 
efficient proofreader we've ever had!” 


select the precise ornament as you 
would a jewel. There are many well- 
Gesigned type ornaments and bor- 
ders. A pretty safe rule in using bor- 
ders is to repeat the color elements 
used in the typeface. For instance, a 
type such as Bodoni seems to suggest 
a border with a thick and thin-facec 
rule, repeating the strokes in the type 
design. 

Capital letters look well over li- 
brary doors and on gravestones; they 
have architectural dignity, but lack 
the warmth and easy reading quality 
of lower case letters. Italics are grace- 
ful and impart emphasis and move- 
ment to a line when employed with 
discrimination. Italics also break up 
the static stolid look of a page. 


> Technically, I believe that we are 
more advanced than ever before. 
However, there is a lack of control, 
a committing of various excesses 
which can be curbed only by taking 
heed of typography’s basic precepts, 
that remain undated by passing 
vogues. 

One cannot draw the human figure 
in all its various manifestations, 
without a sound working knowledge 
of anatomy. The same reasoning ap- 
plies to letter design. 

There are no short cuts to first class 
letter design. Any playing around 
with the grotesque or unusual must 
be based on a sound anatomical 
knowledge of the very best in Roman 
letter design. 44 


Hard-to-Locate Faces 


Shown in New Booklet 


A handy 32-page booklet showing 
one-line specimens of available type- 
faces has been issued by Victoria 
Typographers (Chicago). The pock- 
et-size reference volume shows both 
display and body types. 

Several hard-to-locate faces are 
included among Victoria’s display 
type listings. The booklet also lists 
a wide variety of Linotype, Mono- 
type and Ludlow faces. Also included 
are a selection of rules and a print- 
er’s equivalent chart. 

The booklet includes nearly 350 
display faces, 60 Linotype faces, 70 
Monotype faces and 63 Ludlow faces 
—all in a variety of sizes. 


For your copy circle No. 806 on the 
Reader’s Service Card inside back cover 


Introduce New Inks 


Acheson Industries Inc. (Philadel- 
phia) has just introduced a new line 
of quick-drying vinyl inks for gra- 
vure printing. The new inks re- 
portedly give superior blocking 
properties, and have faster and more 
complete drying characteristics than 
other vinyl inks. The new inks are 
available in black and white and ten 
colors. 44 








Photo Typesetting 





Linotype Joins Parade 
With Linofilm Machine 


Photographic typesetting received 
another “shot in the arm” with the 
introduction of Mergenthaler Lino- 
type Co.’s new Linofilm. The intro- 
duction of the latest photographic 
method for typesetting brings to five 
the number of machines now avail- 
able for body composition. In addi- 
tion, there is a wide variety of devices 
used primarily for photo setting of 
display type. 

Previously introduced machines 
include: 

e Fotosetter... The first photo type- 
setter to achieve national distribu- 
tion is Intertype Corp.’s Fotosetter. 
It is similar in appearance to a stand- 
ard Intertype line-casting machine 
but uses individual matrices, each 
containing an inset bearing a nega- 
tive of the character to be set. Copy 
is produced directly on film or photo- 
graphic paper in one operation. 

e@ Photon . . . Developed by Graphic 
Arts Research Foundation Inc., the 
Photon is manufactured by Photon 
Inc. Type is set by a modified electric 
typewriter connected to a unit which 
contains a rotating disc carrying the 
equivalent of 16 fonts of type. The 
proper characters are “picked” off 
this disc and recorded on a strip of 
photographic film. 

e Monophoto . . . Being field tested 
in England is Lanston Monotype Ma- 
chine Co.’s Monophoto machine. It 
uses the standard Monotype key- 
board, which produces a perforated 
paper ribbon. This ribbon is then fed 
through a special photo typesetter 
which produces film or paper prints 
of type lines in either positive or 
negative. 

e@ Hadego... American Type Found- 
ers’ Hadego differs from the other 
photo typesetters in that it is a hand 
composition device. Individual plas- 
tic characters are placed in a special 
compositor’s “stick.” Lines thus set 
are placed in the Hadego machine 
and either negative or positive paper 
or film prints are made. 











































> The new Linofilm machine is some- 
what similar to the Photon in general 
nature, although it has many basic 
differences. It is made up of two 
units: 

@ On one unit, matter to be set is 
typed on a standard typewriter key- 
board which simultaneously provides 
a proof-reading copy and a perfor- 
ated tape. 

e@ The tape is fed into the photo- 
graphic unit where the characters are 
photographically recorded on film in 
response to control information on 
the tape. 
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Mr. Ellis’ letter is typical of many received from enthusiastic 
users of Warwick Fotosetter composition. 


That these proofs do not smear or smudge are only two of the 
benefits of this revolutionary new method of typesetting. 


Mr. Ellis also knows they won’t “bleed” when rubber cement is 
applied and that he gets sharper, cleaner, blacker reproduction 
proofs than he has ever seen before. 


Advertising agency production men, printers, photoengravers, 
litho and roto platemakers, silk screen printers and many others 
are enthusiastic about the finer results obtained with Warwick 
Fotosetter composition. 


Send for a free Foto-sample... compare it under a glass with 
other reproduction proofs—you’ll be sold on Foto-repros. 


“The Proof is in the Proof” 
Warwick Typocrapuers, INC. 
Dept.F-18, 920 Washington Avenue, St. Louis 1, Missouri 


Overnight by air mail from most of the United States 


Warwick Serves Clients in 33 States, Puerto Rico, Mexico and Cuba 





. for more details circle 956, page 97 


SELLING 
PAPER? 


Print your AR ad on an insert of 

your own stock. It’s your choice 
printing paper, fancy packaging paper, 
etc. No restrictions on stock 

except weight. 


Tell your story on the paper 
that is your story. 





Do a terrific advertising and sampling job at one and the same time. 


ADVERTISING REQUIREMENTS 
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only 
slightly larger 
than a typewriter 


FILMOTYPE 


‘ Filmotype 


is a 
hand lettering 


miracle 


Filmotype 


The dream machine for 
production men and art 


directors because 


e Produces both quality 
hand lettering and type 


ready for reproduction 


in minutes! 


e Over 700 styles and 


sizes from 12 point to 


) 
& 
. 
ro 
0 
E 
i" 


king-size 144 point. 


e You or the secretary or 
messenger boy... 

anyone . Can operate 
the Filmotype with only 


a half-hour’'s instruction 


e Filmotype proofs offer 
controlled letterspacing 
and repro sharpness 


yet costs less than 


Filmmotype 


5c a foot 


AD MEN: Filmotype is 
important to you 
Write for 


complete details — today 


FILMOTYPE 


60 W. Superior e Chicago 10, III 


4 W. 40th Streete New York 18 


. for more details circle 891, page 97 
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New Linofilm Units . . . These two units 
comprise the new Linofilm photographic 
typesetting system introduced by Mer- 
genthaler Linotype Co. A perforated tape 
is punched by a modified electric type- 
writer and fed through a second unit, 
which produces lines of type on film. 


Type is contained on a vertical 
turntable which carries a number of 
small glass plates on which type 
characters are arrayed in a grid for- 
mation, each glass plate containing 
what corresponds to a font comple- 
ment of type. The turntable is con- 
trolled automatically from the tape 
and presents the desired font to the 
optical system for photography. 

The Linofilm provides a triple ap- 
proach to corrections. The typed 
proof-reading copy available with 
the tape can be edited and the tape 
corrected before photography. Errors 
detected while typing a line can be 
corrected immediately by a “line 
erase key.” The film, itself, may be 
corrected with a special photocorrec- 
tor either by line or in larger sections. 


> While a pre-publication model of 
the Linofilm has been exhibited, ac- 
tual delivery to the trade is not ex- 
pected until next year. This model of 
the Linofilm, designed for setting 
type in sizes from 6 to 16 pt., is ex- 
pected to be supplemented by a sec- 
ond machine designed for setting dis- 
play type. 

An experimental Roman, italic and 
bold face type is being used with the 
pre-production Linofilm. However, a 
full library of Linotype faces will be 
available when the Linofilm is offered 
to the trade. 

The Linofilm is described in detail 


Next Month In AR 

In the July AR, the entire field of 
photographic typesetting will be ex- 
plored by AR’s editors. In addition 
to more detailed explanations of the 
various methods for photo typeset- 
ting, there will be a report on present 
day applications and a discussion of 


the advantages and disadvantages 
involved. 


in a 16-page booklet available from 
the Mergenthaler Linotype Co. 


For your copy circle No. 807 on the 
Reader’s Service Card inside back cover. 


Ludlow Introduces 
New Admiral Script 


The demand for more typefaces 
with a calligraphic touch has led 
Ludlow Typograph Co. (Chicago) to 
introduce Admiral Script. The new 
Ludlow face, while following the 
style of calligraphic broad pen writ- 
ing, has a modern feeling through- 
out. 

Designed primarily for display 
headline use, Admiral Script is avail- 
able in 18, 24 and 36-pt. sizes. It 


J ln Admiral Script 


should combine well with most text 
faces and especially well with such 
faces as Bodoni. 

Admiral Script was designed for 
Ludlow by R. Hunter Middleton, the 
company’s director of typeface de- 
sign. 44 


New Directory Shows 
Over 1,000 Typefaces 


One of the most comprehensive 
typeface directories available is be- 
ing distributed by the Typographers 
Assn. of New York, which is affili- 
ated with New York Employing 
Printers Assn. Taking into account 
italic and Roman, various “weights,” 
and matrices combinations, the asso- 
ciation’s “Type Face Directory” 
shows 1,184 English language faces, 
both machine and handset, and in a 
full range of sizes. 

A one-line specimen of each of the 
faces is shown in the book for the 
first time, along with a listing of all 
association members who have that 
face available. The greatest number 
of faces—499—is in the handset 
classification. Next are Intertype and 
Linotype faces totaling 336. Mono- 
type faces total 233 and Ludlow 116. 

The directory’s 176 pages repre- 
sent a 24-page increase over the 1953 
edition. Included in the book are 
comprehensive chapters on prepara- 
tion of copy, economies in composi- 
tion, proofreading, copy-fitting and 
trade customs. The book also lists 
sources for a variety of foreign lan- 
guage typefaces ranging from Afri- 
cander to Ukrainian, with Icelandic 
and the languages of other remote 
lands in between. 

The directory is available without 
charge to firms engaged in purchas- 
ing or specifying type composition. 
Requests should be addressed to Ty- 
pographers Assn. of New York Inc., 
461 Eighth Ave., New York 1. 44 
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SHOWS & EXHIBITS 


goes to the fair 


County fair time is close at hand 
. .. Offering advertisers an op- 


portunity to present their prod- 
ucts with a special fanfare. One 
company which has made effec- 
tive use of this medium is Dri- 
Gas Co. 


+ 


By Benedict Kruse 


One of the best ways to sell to 
farmers, according to J. Arthur Jen- 
kisson, sales promotion and adver- 
tising manager for the Dri-Gas Co. 
(Chicago), is to get to them in the 
place where they congregate in the 
greatest numbers and, generally, in 
shopping moods—at state and county 
fairs. 

Jenkisson speaks from the experi- 
ence of directing a program which, in 
1953, included participation in three 
state and 63 county fairs. He speaks 
also for a firm which distributes pri- 
marily household products, placing 
him in a position where this decision 
need not be quite as automatic as it 
would be for a manufacturer of, for 
example, farm implements, fertiliz- 
ers, tc. 

A further idea of the value which 
Dri-Gas places on its fair promotions 
can be seen in the fact that, in 1953, 
they were allotted approximately 


15% of the firm’s over-all advertising 
budget. On a year-round average, 
Jenkisson and one assistant spend 
more than 20° of their time on this 
work. In addition, all Dri-Gas dis- 
trict managers operate on a plan 
which calls for them to be present at 
least several hours every day when- 
ever a local dealer in their territory 
sponsors an exhibit at a county fair. 


>Before elaborating further, it 
would probably be well to review 
briefly the products and areas in- 
volved. Dri-Gas is a division of the 
Warren Petroleum Corp. The com- 
pany name is also the trade name for 
the Liquid-Petroleum gas fuel which 
it markets. This type of fuel, com- 
monly referred to as “bottled gas,” 
performs the same functions as nat- 
ural or manufactured gas in areas 
beyond the reach of the mains. It has 
a further important value as a motor 
fuel, powering gasoline engines 
which have been converted with spe- 
cial carburetors. In the Dri-Gas area, 
the chief applications for this fuel are 
for cooking, hot water, 
heating and refrigeration. 


household 


Tying in with its role as fuel dis- 
tributor—which includes the opera- 
tion of 13 bulk distribution plants 
Dri-Gas also acts as whole distribu- 
tor for more than a dozen lines of 
heaters, appliances and carburetor 
conversion kits. 

The area covered by Dri-Gas is 
probably one of the most prolific ag- 
ricultural fair districts in the coun- 


try. The firm’s distribution—through 
more than 600 dealers and seven 
company-operated stores — runs 
through all or parts of Illinois, Indi- 
ana, Wisconsin, Michigan, Ohio and 
a corner of Kentucky. 


> As the fair program works out, the 
company itself undertakes all details 
and expenses connected with partici- 
pation in the three major state fairs 
in its trading area, Illinois, Indiana 
and Wisconsin. Individual dealers are 
encouraged to take part in their local 
county fairs with full assurances that 
Dri-Gas will cooperate both by pro- 
viding display material and by as- 
suming a share of the expenses. 

The Dri-Gas state fair display for 
1953, according to Jenkisson, offers a 
good illustration of the functioning 
of this phase of the program. 

To start with, these displays have 
always been prepared especially for 
Dri-Gas by a professional studio, 
Amling Associates (Chicago). On the 
basis of three years’ experience from 
1950 to 1952, it was decided in 1953 
to arrange for professionals from this 
studio to come along and supervise 
the setting up and breaking down of 
the display. 


>It is a matter of policy, at both state 
and county fairs, that Dri-Gas dis- 
plays always be set up indoors wher- 
ever possible and that contracted 
space be situated in one of the main 
buildings on the fair grounds. This 
helps guarantee the most favorable 
traffic flow. Indoor exhibits invari- 
1954 » 


June ar - 41 





Dealer Participation . 





. Five Dri-Gas dealers in the Corunna, Mich. area cooperated 


to put over this Shiawassee County Fair exhibit. Dri-Gas depends on such dealer partici- 


pation to make a success of its fair exhibits. 


ably get the heaviest flow during peak 
heats of sunny summer days. Like- 
wise, they have whatever traffic there 
is all to themselves when it rains. 

It has also proven a sound practice 
to set up the fair displays to corre- 
spond with some festive presentation 
theme. For example, the display used 
in Illinois and Indiana in 1953 and 
scheduled for Wisconsin in 1954 was 
keyed to a circus motif. The walls 
were covered with long, loud, red- 
and-white stripes with a matching 
canopy. 

The interior display portion of this 
exhibit was divided into three main 
sections. The central portion was de- 
voted to a fully furnished and 
equipped model of a five room home, 
complete with scaled L-P appliances 
ranging from four to six inches in 
height. Outside the house were mod- 
els of alternate installations - 
and bottles. 


tanks 


>The other two portions of the ex- 
hibit were available for displays of 
the appliances themselves. Also in- 
cluded were demonstration material 
and literature on L-P for carbure- 
tion. 

At the front of the display, some 
attention-getting antic was going on 
almost all the time. Chief crowd stop- 
per was Happy, a professional clown, 
who performed magic tricks, did bal- 
ancing acts atop tractors and gave 
out balloons to the kids every hour 
on the hour. 

Another favorite with the children 
was a plastic model of the pickup 
trucks used in Dri-Gas bottle deliv- 
eries. Built exactly to scale and in- 
cluding leather seats, these trucks 
sold at $1.95. At this rate, they helped 
serve a dual role of defraying ex- 
penses and also of spreading Dri-Gas 
advertising. These model trucks were 
available to Dri-Gas dealers at $15 
per dozen. 


> Dri-Gas dealers in the vicinity in 
which the fairs were staged were in- 


42 - ar * June 1954 


vited to take any advantage they 
wished of the exhibit facilities. Sev- 
eral dealers made a point of inviting 
customers and prospects to visit the 
Dri-Gas display on a given day. They 
themselves made arrangements to be 
at the exhibit at these specified times. 

Following the practice which is 
standing procedure at both state and 
county fairs, the names and addresses 
of visitors who showed special inter- 
est in any of the products displayed 
were noted on regular prospect cards, 
to be passed on to the dealers in the 
area where the customers lived. Jen- 
kisson describes these prospect cards 
as an important direct link between 
his firm, the dealers and the consum- 
ers themselves. They have proven 
themselves beyond question, he re- 
ports, in the direct sales of both ap- 
pliances and fuel. Furthermore, they 
offer an important extra in creating 
dealer confidence that Dri-Gas is 
backing them up in helping to move 
the products it distributes. 


>The same idea of dealer coopera- 


‘WAW AREA OEALER 
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COOKING ‘WATER HEATING 


tion is the basis of the Dri-Gas coun- 
ty fair program. Individual dealers 
or groups of dealers are invited to 
work directly with fair officials in ar- 
ranging for displays with the full as- 
surance that Dri-Gas will back them 
both financially and with exhibit 
material and personnel. 

The best illustration of the effec- 
tive functioning of this program, ac- 
cording to Jenkisson, can be seen in 
the setup at the 1953 DuQuoin Fair 
in southern Illinois. This particular 
event is a regional, rather than a 
county fair, catering to a wide area in 
southern Illinois. 

As the time approached for the 
1953 DuQuoin Fair, ten Dri-Gas 
dealers got together and came up 
with a plan for joint sponsorship of 
a display there. On the basis of this 
combined effort, the project shaped 
up large enough so that the Dri-Gas 
home office moved to back it by send- 
ing down a full-scale state fair ex- 
hibit and by making available a 
group of Dri-Gas specialists for stag- 
gered duty on the exhibit floor 
throughout the fair. On this particu- 
lar promotion, with the dealers 
agreeing to devote the entire display 
to Dri-Gas products, they were able 
to reach an agreement under which 
Dri-Gas took a full 50% of the tab 
for the entire promotion, leaving the 
dealers to split the other half of the 
expenses 10 ways. 


>This 50% cooperation basis, Jen- 
kisson reports, represents a maxi- 
mum rather than a standard figure. 
The major determining factor is the 
extent to which Dri-Gas fuel and 
Dri-Gas distributed appliances will 
be featured. Under this logic, a dis- 
play which features electric, as well 
as gas, appliances rates a far smaller 
contribution than one devoted exclu- 
sively to Dri-Gas items. 

The DuQuoin Fair, although the 





Sales Talk . . . District Manager Wells Boutell delivers a sales talk on a Dri-Gas Roper 
range to two Saginaw, Mich. County Fair visitors. This exhibit, like most Dri-Gas 
exhibits, was set up indoors to insure maximum attendance. 





Another Fair Visit 


One of the most successful 1953 
state fair exhibits by an advertiser 
was the Employers Mutuals of Wau- 
sau attention-getter at the Wisconsin 
State Fair in Milwaukee. In the July 
AR, Bob Gunderson, Employers Mu- 
tuals assistant advertising director, 
tells the story behind this successful 
promotion. 


largest of its type within this pro- 
gram, illustrates only a small part of 
the over-all county fair effort. Dur- 
ing the summer of 1953, as cited ear- 
lier, Dri-Gas worked with its dealers 
in helping to sponsor 63 separate fair 
displays at this level. 

In reviewing the county fair pro- 
gram, Jenkisson indicates that his 
company’s efforts go much further 
than financial support. It is a special 
duty of the Dri-Gas district manag- 
ers to see that they themselves put in 
some time on the floor at every dis- 
play in their territory. In setting up 
these floor schedules, they work in 
cooperation with the dealers, arrang- 
ing their time to correspond as close- 
ly as possible to the anticipated traffic 
flow. 


>Once arrangements have been 
completed for fair participation, each 
dealer receives a special promotion 
kit from Dri-Gas. The kits include 
mats for newspaper ads, literature on 
both the fuel and appliances for dis- 
tribution at the fair and a case of 
matches with Dri-Gas imprints to be 
handed out at the exhibit. 

As a general rule, all of the appli- 
ances and demonstration equipment 
used at the county fair displays come 
from the dealer’s warehouse or 
showroom. If the dealers have room 
for and want background signs to be 
used in their exhibits, they can get 
help on this score directly from their 
Dri-Gas district. manager. Each of 
these men is given a kit of signs iden- 
tical to those used on Dri-Gas trucks. 
These are 88” wide replicas of the 
outdoor posters which Dri-Gas uses 
so widely through its sales territory. 
In addition, district managers are au- 
thorized to have special signs painted 


in cases where it appears necessary. 

For larger local or county fairs— 
especially in cases where the fair 
grounds include exhibit buildings— 
Dri-Gas will ship portions of state At) ULL SELL MORE)” 
fair displays from previous years. s —~ | 
With new state fair displays set up g with an 
every year, the firm keeps its old ex- 
hibits in storage for several seasons 
especially for this purpose. 


> Dri-Gas cooperation also extends 
to any special events which may be 
conducted in conjunction with the 
county fairs. Foremost among these 
events are parades, which are fre- 
quent opening day features. Dri-Gas 
seldom refuses a request to make 
available one of its tank or straight 
body delivery trucks to participate 
in a county fair parade. 

It is difficult, Jenkisson reports, to 
put exact dollar values on sales re- 
sulting from fair promotions. How- 
ever, a good idea of the results which 
have been produced to date can be F ; : 
seen in the fact that the three com- Shows, Sales Meetings, etc. § 
pany-sponsored state fair exhibits in Send for Free Folder. 
1953 produced no less than 150,000 [ 
active prospect cards. IVEL CORPORATION | 

Tying in these events with the | § 4 96.20 43 Ave., Corona 68, N.Y.C. | 
more than 60 county fairs, the total 3 a a 
traffic runs, literally, into the mil- 
lions. And sales, it has turned out, Sa arent a ad 
follow suit. a4 


§ at your Expositions, Trade | 


eit 2 ned cc. tw. tin 
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there are no birds 
in last years 
nests 


“The same old exhibit 
naturally suggests the 
same old product — 
the same old story.” 


— This is the gist of remarks 
made by a top convention shopper ™ 
at a recent EAC meeting. 


KGS Meat your show audiences to a 
cSe#*/new approach, a fresh appeal, with | ~ 
RS a new PREFAB exhibit. Its price 

is so low, its cost can be amortized; © 
before its flavor is spent. —~- 
Ask for the 1954 Portfolio of PREFAB 
Exhibit Designs on your letterhead 
Capex Company, Inc. 
615 South Boulevard, Evanston, Illinois 


Ss 
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It pays to stand head and shoulders above 
the rest. . . especially at the point of sale. 
It pays to be unusual with displays, labels, 
packaging . . . to convert casual glances into 
sales. We have been creating lithographed sales 
tools.for over 43 years. Engineering point 
of sales programs that move merchandise is our 
specialty. Our 220,000 square feet of new plant houses 
the most modern lithographic equipment in America 


plus an idea factory that can't be measured. — 
We'd like to show you how creative lithography LONSOLIDA al) 
can work hard for you. No obligation, of course. Just call... 
Lithographing Corporation 


If you'd like a reproduction of this cartoon MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
suitable for framing, (without the commercial) OMe Mah oe oa 


Sales Offices in Philadelphia, Chicago, Louisville, Tampa 
just drop us a line on your letterhead. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 
a 

LABELS © BROCHURES © CALENDARS © ANNUAL REPORTS 

WRAPS ® BOOKLETS ® FOLDERS @ POSTERS © TEXTURE FOLDERS 
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By Peg Miller 
AR Associate Editor 


There’s no magic “open sesame” 
that conjures up a successful mer- 
chandising display unit. But Dona- 
hue Sales Corp. (New York), dis- 
tributors of Talon zippers, did some 
shrewd thinking and followed a pol- 
icy of “give the retailer what he 
wants” to develop an outstanding 
unit. 

The new merchandiser, for depart- 
ment store notions departments, is 
actually a complete self-contained 
zipper department, displaying the 
zippers and also providing storage 
space for them. The final design is the 
result of five years of study and ex- 
perimentation to develop a successful 
display unit. 

Donahue, casting about for designs 
for the merchandiser, thought that 
the unit should satisfy the retailer’s 
needs on three important counts: 

1. It should be good-looking—attrac- 
tive to him and his customers. 

2. It should have adequate space— 
both for displaying a complete line of 
zippers and for storing them. 


3. It should be convenient and ver- 


satile so that it is easily adaptable to 
changing display conditions and new 
store arrangements. 


> The final design of the Talon zipper 
cabinet provides the notions retailer 
with an eye-catching zipper counter 
unit that stimulates customer self- 
service. It has a maximum number of 
individual display compartments in 
a minimum amount of selling space. 
The display’s compartments provide 
for a well-ordered array of different 
colors, styles and sizes of zippers. 

The compartments are arranged so 
that the side to side dividers are in- 
tended to hold one definite Talon zip- 
per color. From front to back, the 
dividers break down the various zip- 
per styles and the styles into the 
best-selling lengths. Each compart- 
ment holds a dozen zippers of a type 
and color, making a selling display 
that needs only a once-a-day check 
to refill from the reserve stock com- 
partments. 

The display is a wooden case, 5’ in 
width, 4712” high. Before designing 
this present unit, the company tried 
several sizes and types of merchan- 
disers. Displays of Talon zippers have 
progressed from small wooden racks 


WINDOW & STORE DISPLAYS 


that sat side by side on the store’s 
counter tops to metal racks. The 
metal racks, however, were more 
suited to variety store notions coun- 
ters than to department store coun- 
ters, so a 3’ floor display was devel- 
oped. 


> After careful study, Donahue found 
that the 3’ unit did not provide 
enough space for displaying a very 
complete assortment. Stores usually 
found it necessary to install two or 


oa! 


Storage Space This rear view of the 
Talon zipper display unit shows the large 
amount of storage space provided to hold 
a complete supply of zippers 


June 1954 ¢ ar « 45 





more of these 3’ units to give the cus- 
tomer a complete zipper selection. 
In view of the continuous fight 
against retail selling overhead and 
the constant demand from retailers 
for merchandise to be displayed in a 
minimum amount of floor space, the 
development of the present 5’ unit 
seemed to be the answer. Through a 
slight increase in the rear height of 
the case, slight drop at the front and 
a convex arrangement of the zippers, 
two rows of merchandise were added 
in the same 2’ (from front to back) 
width. Now the merchant can display 
in a single 5’ self-service fixture al- 
most as many different zippers as was 
formerly displayed in 8’ of space. 


> By making the unit in two separate 
sections, the display can serve vary- 
ing store locations by simply revers- 
ing the two sections of the cabinet. 
For example, where a store wants the 
conventional aisle and counter set- 
up, the display section faces the aisle 
and the customer, with the sliding 
door stock-reserve base facing to the 
rear. This permits the salesgirl to 
wait on the customer from behind the 
fixture and to easily replenish the 
stock in the display from the lower 
back section. 

In cases where a store utilizes 
back-to-back fixturing or uses the 
unit against the wall, the upper sec- 
tion of the display still faces the cus- 


Wek ativad® Wr 
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Brochure To promote the display 
unit, Donahue prepared this two-color 


brochure which described it in detail. 


tomer aisle. The base, however, is 
now swung around so that the slid- 
ing doors which give access to the re- 
serve stock also face front. Now the 
“floating” salesgirl works the counter 
from the customer aisle, both to wait 
on the customer and to transfer re- 
serve stock. 


> Donahue wanted to give retailers 
a versatile unit that would attrac- 
tively harmonize with store furnish- 
ings so the merchandisers are avail- 
able in two different woods—oak or 
birch. Both are left unfinished. In this 
way, individual stores are able to 
match the unit with other fixtures. 
The display unit is sometimes fin- 
ished at the factory for retailers who 
send samples of their present fixture 


finishes for matching. The birch wood 
of the units can be finished to match 
most fine-grained woods and the oak 
can be made to match most coarser- 
grained wood finishes. 

So that retailers would have a unit 
that was durable as well as attrac- 
tive, regular cabinet finish was used 
throughout. All inner supports and 
braces are made of solid oak with 
screw assembly for further durability 
and rigidity. The dividers and parti- 
tions in the display section are made 
of tempered Masonite. The upper 
part of displayer keys into the lower 
base to keep the top section from 
shifting. The sliding doors operate on 
ball-bearing gliders in free running 
metal channels. A plate glass panel 
across the front of the display of zip- 
per packages keeps customers from 
knocking the merchandise to the 
floor. Both front and rear bases of 
the cabinet are recessed to prevent 
scuffing. 

To promote the unit with retailers, 
Donahue prepared a two-color bro- 
chure. The brochure shows the two 
different arrangements of the sec- 
tions, lists the dimensions, describes 
the 132 individual display compart- 
ments, the choice of woods and the 
storage arrangement. Prices for spe- 
cial finishes and the over-all price of 
the unit are listed. 

The unit is being offered to stores 


Combination for perfection! 
Good copy, fine printing ...deserve 
top quality blanks... FALPACO! 


SMOKE 
Hhohest Qualtty 


You know what to expect and your customer knows what 
he is going to get 
Coated Blanks. 


a top-notch job— when you use Falpaco 


This colorful 22” x 21” end card, was produced by 
Kindred, MacLean and Co. Inc., of Long Island City, 
N. Y. for Liggett & Myers Tobacco Co. by offset lith- 
ography in 8 colors on Falpaco single coated one side, 
specially coated for offset lithography. 

Falpaco Coated Blanks are made to obtain the finest 


results just where your customer looks for them - 
finished job! 


in the 


Ask your paper merchant for samples and prices 


Distributed by Authorized Paper Merchants from Coast to Coast 


FALULAH 


PAPER 
COMPANY 


New York Office—500 Fifth Ave., N.Y. 36 Mills: Fitchburg, Mass. 


PDI Mt etl 
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for $150—a price that is below the 
actual cost of manufacture. Fixtures 
are being built by Bennington Dis- 
plays (Bennington, Vt.). 44 


Schmidt Lithograph Offers 
Colorful Display Booklet 


One of the most colorful promo- 
tion booklets of the year has been 
published by Schmidt Lithograph 
Co. (San Francisco) to promote its 
services in the preparation of point 
of purchase displays and packaging. 
Entitled “Seven Ways to Get More 
Kick into Your Sales Program,” the 
booklet contains illustrations of a 
wide variety of materials produced 
by the firm. 

The seven steps outlined by 
Schmidt are: 

e Recognize the growing necessity 
of point of purchase material to com- 
plete sales. 

e For more sales of food and bever- 
ages specify direct color pictures. 

e Get the right type of aids to sell 
your product. 

e Rely on the experienced follow- 
through of nationally-known point 
of purchase art directors. 

e Demand extra attention through 
original selling ideas. 

e Evaluate your packaging—does it 
have powerful “dress-up” sales ap- 
peal? 

e Complete the job with a big “easy 
shopping” basket. 

Each of the points is amplified by 
quotations from speakers at the An- 
nual Symposium on Display Adver- 
tising held in Chicago in 1953. Over 
50 illustrations—the majority in full 
color—show what a variety of lead- 
ing national advertisers have done in 
line with the steps listed in the 
booklet. 


For your copy circle No. 808 on the 
Reader’s Service Card inside back cover 


Paper Sculpture Displays 
Described in New Folder 


Pleasant relief from the some- 
times “sameness” of window displays 
is found in the unusual paper sculp- 
ture displays executed by Timely 
Service Inc. (Brooklyn). Three ex- 
amples of the paper figures and 
scenes, produced for Hallmark Cards, 
are shown in a folder issued by the 
company. 

The “sculptures” are attractively 
lively and colorful—depicting a sleigh 
and a winter scene, a children’s 
birthday party and a little girl in a 
big iron bed. In addition to the 
sculpture displays, Timely’s other 
display facilities, including papier 
mache, molded rubber, silk screen, 
etc., are listed in the folder. 


For your copy circle No. 809 on the 
Reader’s Service Card inside back cover 
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HOLLYWOOD CAN SUPPLY A STYLE, 
SHAPE AND SIZE FOR EVERY REQUIREMENT: 
OUTDOOR BANNERS @ MINIATURE BANNERS 
PENNANT STREAMERS @ PERSONNEL BADGES 
TRUCK BANNERS @ COMPLETE BANNER KITS 

PRODUCT SASHES FOR SALES MEETINGS 
@ DEALER DISPLAY BANNERS 
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‘Did You Say 21,0002” 


That's right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 

listed advertisers with an ad budget of 

over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 


ADVERTISING REQUIREMENTS 
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Tel-A-Story Issues New 
Giant Screen Projector 


A giant new screen—2412x241o""— 
automatic display projector has been 
announced by Tel-A-Story Inc. 
(Davenport, Ia.). The new projector 
is a self-contained unit developed for 
point of purchase action displays and 
for use at trade shows and sales 
meetings. 

The screen has a total of 600 square 
inches of viewing area and the spe- 
cially polarized daytime screen is said 
to make viewing possible under al- 
lighting conditions. The 
square screen permits showing ver- 
tical as well as horizontal copy. 
Square transparencies fill the entire 
screen and change every six seconds. 

Additional details are available 
from the company. 


For your opy circle No. 810 on the 
Reader's Service Card inside back cover 


most any 


Revolving Display Units 
Use Color Transparencies 


A new display unit that holds 
four 8x10” color transparencies and 
revolves has been introduced by 
Ad-Color Photo Corp. (Pasadena, 
Cal.) Called the “Roto-Vue,” the 
unit resembles a lamp and displays 
four backlighted color pictures. 
The unit, which is finished in 
hammertone gray and stands about 


Revolving Display .. . This new re- 
volving unit features four backlighted color 
transparencies. The unit is designed for a 
variety of point of purchase display uses 


13” high, revolves slowly—about 
four turns per minute—allowing 
adequate time for displaying each 
of the transparencies. No glass is 
used in the Roto-Vue, and the pic- 
tures slide in and out of slots easily. 
The unit, weighing only 3 lbs., can 
be used in a variety of ways—placed 
on counters or in windows. 


Cost of the unit is $18.50 without 
transparencies. Ad-Color, special- 
ists in color transparencies and dye 
transfer prints, also will produce 
transparencies for the units on or- 


der. Prices on display transparen- 
cies run from $3.10 each for over 
five hundred 8x10” transparencies 
to $8.25 each for two to eight trans- 
parencies. Dye transfer color print 
prices range from 60¢ each for over 
five hundred 4x5” to $2.85 each 
for two to eight 8x10” prints. 

Further details on the revolving 
display unit and complete trans- 
parency and print price lists are 
available. 

For your copy circle No. 811 on the 

Reader's Service Card inside back cover 


Examples of Plastic 
Displays Illustrated 


Eighteen examples of a variety of 
national advertisers’ point of pur- 
chase signs and displays are de- 
scribed and illustrated in a broadside 
issued by the manufacturer, Lake- 
side Plastics (Duluth). Most of the 
displays are in clear plastic, available 
in a variety of color and sizes and 
either illuminated or non-illumi- 
nated. 

Some of the examples shown in the 
brochure include unusually attrac- 
tive displays for Goebel, Blatz, Elgin 
watches and Artemis Lingerie. The 
displays are primarily counter signs, 
available in many shapes—curved, 
oblong, ete.—with changing copy 
panels, fluorescent or backlighted, 
with plastic or wooden holders. 


For your copy circle No. 812 on the 
Reader's Service Card inside back cover 





Lifelike Action in Your Displays 
Sets Sales JUMPING! 


Use Low-cost BATTERY- OPERATED 


HANKSCRAFT DISPLAY MOTORS 


@ Effective, full, correct silent motion assured 


@ Long sustained motion provided for motor with single, 


4 Q J 
COY ROL THUS 


ni PRE book. 


16 pages of detailed information and drawings 
— on 11 basic Hankscraft models, special motor 
applications, and free engineering service that 

will help you plan the most effective animation 


for your display. 


manufactured by 


THE HANKSCRAFT CO. 


Sales offices in these principal cities: 
CHICAGO @ PHILADELPHIA @® MINNEAPOLIS 


@NEW YORK ®@ DALLAS @ TORONTO (Ontario) 


SAN FRANCISCO (Erlach Lee Company) 
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Reedsburg, Wis. 


standard, harmless flashlight battery 


®@ Lightweight, compact, self-contained, stable 


®@ No electrical outlet needed 


@ Economical, safe, dependable — rigid 


frame construction 


THE HANKSCRAFT CO. 


Reedsburg, Wisconsin 


Name.... 


Company. 


Street Address 


Please send me FREE manual on Hankscraft Display Motors. 
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DOLLS WITH A PURPOSE 


FUN TO LEARNS 
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Purposeful Promotion This new 
point of sale display being distributed by 
Ideal Toy Corp. (New York) is offered deal- 
ers as a part of the company’s promotion 
of its “purpose dolls.” Dealers will pay $32 
for the display complete with four dolls. 
After the promotion is concluded, the dis- 
play dolls may be sold at full retail prices 
netting the dealer an $11.80 profit. The dis- 
play, sign, 
measures 38” x 30” and was produced by 
Atlantic Advertising Co. (New York). Ideal's 
four education dolls—the Toni, Miss Curity, 
Betsy McCall, and Harriet Hubbard Ayer 
doll—are intended to help little girls learn 
various phases of fashion and homemaking. 


with a removable overhead 


Gale Dorothea Launches 
New Display Unit Club 


A unique plan for distributing 
sample display mechanisms has been 
launched this spring by Gale Doro- 
thea Mechanisms (New York). Ad- 
vertisers and designers who utilize 
animation in displays can get a new 
mechanism every month by subscrib- 
ing to the company’s “Mechanism of 
the Month” club. 

Gale Dorothea plans to distribute 
the mechanisms to quantity users at 
low cost—between $3 and $10—for 
each monthly mechanism, operating 
the “club” much like monthly book 
clubs. At present, the club has 27 
charter members, Gale Dorothea an- 
nounced. Members may join at any 
time, resign at any time and no fees 
are required for membership. The 
subscriber becomes the owner of the 
mechanism he receives each month. 

Among the mechanisms that mem- 
bers have already received is a 
12x36” roller mechanism that drives 
a continuous roll of paper on which 
display advertising can appear. For 
the coming months, the company 
plans to distribute a bouncing ping- 
pong ball, a one-page book that 
swings open 180°, and a five-point 























flasher synchronized to a moving 
hand. 
Further information is available 






from the company. 


For your copy circle No. 813 on the 
Reader’s Service Card inside back cover. 
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CEIL-STICK 





MERCHANDISING ...... 
or SALES PROMOTION 


Whether your problem is promoting sales to your 
dealers or helping them merchandise goods to the 
consumer, we are qualified to help you with /deas 


that will SELL SALES. 


An idea is the spark that fires the imagination 
of the salesman and kindles desire in a prospect 
. and ideas are our stock in trade. 


With virtually all creative 
talents and productive facili- 
ties under one roof we offer 
our clients tangible savings 
in time and money. 


| 


Send for booklet, 


“WHAT MAKES US TICK?” 


| @ Member 


Point-of-Purchase Advertising Institute, Inc. 


ADHESIVE FOR 
SUSPENDING 
MOBILE DISPLAYS 





TTS 


EXTRA STRONG ADHESIVE 
HOLDS DISPLAY TO 
ANY SURFACE #@ 


SC a 


549 WEST FULTON STREET CHICAGO 6, ILL. 
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Now for the first time you can buy effective, 3 dimen 
sional lighted signs and motion displays, especially 
| designed for you, at a price 


budget. WRITE FOR LITERATURE AND PRICES 


FOR SALES REPRESENTATIVES WITH FOLLOWING. 
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CREATORS AND 
PRODUCERS OF 


rt) eat eta 
DIRECT ADVERTISING 
POINT-OF-PURCHASE DISPLAYS 


rt me eS att ee 
3114 Grand River Ave. 
Detroit 8, Michigan 


The gem-like sparkle back- 
ground of this shade gets 
real attention. Ample sf 


for sales story. Comes in a 





ace 
variety of colors. Latest de 
sign, black wrought iron 
base with rubber feet 


Height 9” overall! 


shade 6 


to fit your advertising 
OPENINGS IN SOME TERRITORIES 
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America’s finest 
photoengraving plant 


207 NORTH MICHIGAN AVENUE, CHICAGO 





The 
Line 
Process 
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PHOTOENGRAVING & PLATEMAKING 


Because it is the simplest of 
the methods for producing 
photoengravings, the line 
process is frequently under- 
rated. This article—the second 
in a series—explains how to 
get the most from the process. 





a @~”" 





The simplest of all the photoen- 
graving processes, the one-color line 
process, is the most likely to be un- 
derestimated as a form of expression. 
Actually, its range is almost unlim- 
ited. For, while the line process is a 
direct reproduction of black and 
white, the art treatment can provide 
middle-tone effects in all degrees. 

Two points of paramount impor- 
tance must be borne in mind in pre- 
paring copy for line reproduction. 
One is that all lines must be uniform- 
ly black. Lack of uniformity in the 
tone of the lines in the copy results 
in breaks and complete loss. Lines 
that are gray will disintegrate or 
disappear. 

The second point is that the line 
process reproduces exactly what the 





artist puts on the paper, no more and 
no less. The photoengraver can blow 
up or reduce, reverse, strip or flop 
copy—but he can do no more. What 
is in the drawing, in the same key of 
black, is what the engraver gets in 
his plate. 


> Accompanying this article are il- 
lustrations which indicate the range 
of expression possible with an imag- 
inative use of the line process. Where 
extremely fine lines are to be repro- 
duced, the engraving should be made 
on copper. Otherwise, less expensive 
zinc is used. 

Illustration 1 illustrates how a sec- 
tion of a line drawing may be blown 
up to obtain a startlingly interesting 
effect. In this case the original lines 


are magnified. The procedure may be 
used to get inexpensive “double 
duty” from a single piece of art, or 
to express scale. 


> Reductions may be in any propor- 
tion, but consideration should be giv- 
en to fineness of line in terms of the 
paper on which the engraving is to 
be printed. For example, a cross- 
hatch reduced to a very fine pattern 
may fill up when printed on antique 
paper. In general, the same relation- 
ships of halftone engravings to paper 
surfaces will apply in the case of fine 
line work. (See the special chart ac- 
companying the first article in this 
series, “A Basic Guide for Buying 
Photoengravings,’ page 64, March 
AR.) 
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About This Article 


This is the second in a series of 
articles made available to AR by 
Laurence Inc., Chicago engravers. 
The first article, “A Basic Guide for 
Buying Photoengravings” ( March 
AR, page 63), explained the back- 
ground of the series. This material is 
part of a continuing non-commercial 
educational program developed by 
Laurence with the aid of Tempo Inc., 
Thomas Wainwright & Associates, 
and a number of well known produc- 
tion men, engravers and others. The 
next articles in the series, to be pub- 
lished in forthcoming issues of AR, 
will discuss mechanical screens and 
multi-color line work. 





With allowance made for paper 
surfaces, however, there is no limit 
to the fineness of line or degree of 
middle-tone which may be achieved 
with the line process. Illustration 2 
shows how pen cross hatching will 
produce tone values in both positive 
and negative forms. 


>In addition to uses of pen and 
brush, less conventional instruments 
may be used not only for obtaining 
intermediate values, but for produc- 
ing unusual patterns and line qual- 
ities. Illustration 3 shows spatter and 
sponge work in conjunction with 
thick and thin lines. Burlap, a leaf 
from a tree or plant, or other more 
ingenious mediums may be used for 
applying ink to gain the unusual. 
Illustration 4 illustrates the soft 
effect which may be achieved using 
a pebbled Ross board which invites 
the employment of drawing surfaces 
having textures. In Illustration 5 an 
example is given of how a natural 
form may be given geometric expres- 
sion. This figure also illustrates how 
the same drawing may be flopped by 
the engraver to face left and right. 


Glossary 


Chunks . 
type elements for proofing. 
Etch Proof . . . Type is locked in a 








. . Arbitrary placement of 


chase and made ready before 


proofing. 

Flop . . . To transpose lefts and 
rights. 

Galleys ... Type as it comes off the 


; machines, usually text matter. 
A oad Key-Line . . . Mechanical guide for 


i LE: th " r 
f WAM hg yg pro ‘S; y the engraver. 
: ry ats bis f tee Ross Board . . . Clay-coated drawing 
iN Z 


board having smooth or textured 
surface. 
Serifs .. 





. Terminal elements of let- 








ters. 
Strip . .. To combine negatives. 





ber er eo eee ne Led 


Negative and positive results and 
combinations of both may be had 
with pen and brush, as in Illustration 
6, or with scratchboard as in Illustra- 
tion 7, which also illustrates tradi- 
tional and design statements of the 
same thing. An example of very fine- 
line work requiring a copper engrav- 
ing and printing on coated paper is 
illustrated in Illustration 8. 

In Illustration 9, a traditional wood 
cut is shown. To reproduce a wood 
cut in the line photoengraving proc- 
ess, furnish the engraver with an etch 
proof of an existing wood cut or one 
made expressly for the purpose. 


>The choice of line should be suit- 
able to the subject and the interpre- 
tation in mind. Illustration 10, for in- 
stance, shows in the left half of the 
wheel how a mechanical line may be 
used to give a mechanical represent- 
ation to the subject, while the right 
half of the wheel shows how an inter- 
pretative line may be used to state 
other attributes. 

Realistic representations are shown 
in Illustration 11, using dry brush 
and sharp brush and in Illustration 
12, using thick and thin pen lines. 
Dramatic use of fine and heavy lines 
in the same drawing offers many op- 
portunities for imagination. 


> Any type of lettering is normally 
produced by the line process. Letter- 
ing having fine lines or type having 


Key-line for reversing 


Key-line for reversing 


fine serifs should not be reversed. 
Lettering styles which are bold or 
sans-serif faces are better suited for 
reversing. 

When lettering or type is to be re- 
versed a key-line should be prepared 
to indicate the shape of the reverse 
panel and the relative position of the 
wording in it. Examples are given in 
Illustration 13. 


> Type, prepared for line reproduc- 
tion, should be etch proofed. It should 
never be reduced or blown up dras- 
tically, because the scale established 
by the type designer is destroyed. 
The engraver may be furnished with 
etch proofs of type locked up in posi- 
tion or in chunks or in galleys. 

All type should be locked up 
square, and it should not be smudged. 
If proofs are pasted in position in as- 
semblies, extra proofs should be fur- 
nished to provide substitute copy if 
the assembly is smudged. 44 
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MR. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 


PRCT Mm IN pes 
ACC Lan 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 

. and that is in the selection of mats. 

Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance” on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 


In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


Manufacturers and Distributors 
of Supreme Tone-Tex Mats ; 
Freeport, Illinois 
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If you sell advertising 
services, materials and 


will reach the top in 
response. 


1954 


than any other publication. 


equipment to or through 
agencies, your ad in AR 
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Fairchild Introduces 
New Scan:A- Sizer 


Fairchild Camera & Instrument 
Corp. (Syosset, N. Y.) has an- 
nounced a major improvement in its 
electronic engraving equipment. A 
new instrument, called the Scan-A- 
Sizer, offers several advantages over 
the already popular Scan-A-Graver. 

Primary advantages of the Scan- 
A-Sizer are: 

e Enlarges and reduces automatical- 
ly ... The new machine eliminates 
the need for same-size copy, one of 
the major limitations of the Scan-A- 
Graver. The new device will en- 
large or reduce as much as 414 times 
original copy size, eliminating a 
time-consuming step in the Scan-A- 
Graver reproduction process. 

e Produces both 85 and 120-screen 
engravings . . . The single machine 
will initially offer both screens and 
other screen combinations are ex- 
pected to be available. 


* Produces engravings up to 11x14” 
. In addition to the large engrav- 
ing size possible, the Scan-A-Sizer 
will take any copy up to 18x22” 
including mounted artwork. 
e Improved tone-scale sensitivity 
. New, easy-to-use controls will 
give more faithful reproduction from 
difficult copy than was possible with 
earlier machines. 
>The introduction of the Scan-A- 
Sizer marks the introduction of the 
third electronic engraving machine 
by Fairchild in just over five years. 
Since the original Scan-A-Graver 
was introduced in 1948, it has become 
increasingly popular, particularly in 
newspaper plants. In November 
1952, the company announced a 
smaller, more compact and simpli- 
fied engraver primarily for use in 
the weekly and small daily news- 
paper field—the Cadet Scan-A- 
Graver. 

Like the two previous models, the 
Scan-A-Sizer will be leased, not 
sold. While an experimental Scan- 
A-Sizer is now being exhibited at 
various graphic arts events through- 
out the U. S., production models are 
not expected for delivery until 1955. 

44 





Outstanding Graphic Art 
Shown in Penrose Annual 


This year’s “Penrose Annual” is 
destined to remind readers once 
again of its dominant position among 
graphic arts annuals. Larger than 
ever, this 48th edition contains more 
than 150 pages of text and several 
hundred pages of illustrations and 
inserts—all demonstrating the re- 
markably high quality that has dis- 
tinguished this annual over the 
years. 

In addition to the high quality and 
beautiful format, the annual is un- 
paralled in its registering of new de- 
velopments in the field and in its 
representation of superb examples 
of the year’s best graphic art. Charles 
Rosner, co-editor of the “53/54 
Graphis Annual,’ summed up the 
prestige of the “Penrose Annual,” 
when in a speech to art students at 
Canterbury College of Art, he said, 
“There is nothing which could docu- 
ment the graphic arts in a more ac- 
complished form than ‘Penrose An- 
ual.’ Each issue, and particularly 
the post-war ones, amounts to an 
additional volume of the ‘Encyclo- 
pedia Britannica’ applied to the 
graphic arts.” 

The 1954 edition was edited by 
R. B. Fishenden, print consultant of 


Spicers Ltd. (London), and was 
originally published in London by 
Percy Lund Humphries & Co. The 
American publisher is Farrar, Straus 
& Young Inc. (New York), which is 
distributing the book at $9.50 a copy. 


>The “Penrose Annual” has always 
been predominantly British in char- 
acter, and the majority of design ex- 
amples included in the book are from 
British artists and presses. This is 
not to say that there is not a fair 
sampling from other countries, par- 
ticularly from France, Holland and 
Germany. There are even a few ex- 
amples of designs executed in the 
U. S. S. R. 

The frontispiece is a beautiful col- 
or plate showing a scene from Queen 
Elizabeth II’s coronation. The first 
section is devoted to an article, “By 
Command of the Queen .. .,” by Sir 
Francis Meynell, a member of the 
coronation committee on printing, 
which covers the extensive printing 
done for that event. The text tells 
the story of how the designs for the 
many invitations, bulletins, booklets, 
etc., were selected and executed. In- 
serts show examples of the different 
types of invitations used and a por- 
tion of the booklet describing the 
order of the coronation ceremony. 

The many other sections in the 
annual cover such varied graphic 


arts forms as: mastheads—changes 
through the years; French styles in 
typography; Royal Society of Arts 
designs; display lettering; color pho- 
tography—as an art form and in jour- 
nalism, and postage stamp designs. 
Each of the sections is accompanied 
by text, written by well known men 
in each field, and by profuse illus- 
trations, many in full color. 


> The latter sections of the book are 
devoted to explanations of the new 
technical developments in such fields 
as engraving and printing processes. 

If out of the whole fascinating ar- 
ray of design examples, one had to 
choose the most outstanding it would 
probably be the illustrations in the 
section “Designs in Dutch Printing.” 
These designs are especially inter- 
esting because of their wonderful 
blend of highly original typography, 
unusual shades and combinations of 
colors and the excellence of the ab- 
stract designs used in each example. 

In the back of the book is a sec- 
tion of striking illustrations—exam- 
ples of a variety of printing proc- 
esses, representing many different 
types of graphic art forms ranging 
from letterheads to menu covers. 
The annual also includes a number 
of unusually attractive advertise- 
ments, mostly inserts, by paper com- 
panies and printers. 44 
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Used in place of a duplicate en- 
graving, a Reillytype can save you 
up to 75% when working in full 
color. Publication approved, Reilly- 
Ol Se Ste 
exact definition, and’ the most im- 
portant minute details of original 
engravings. Reillytypes are exclu- 
sive with Lake Shore. 
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Creating a good impression is ovr business 
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“Sometimes when changes are made, and a new design 
letterhead is forwarded to our trade, we wonder about the 
result. In this case, however, without exception, all of the 
comments have been excellent. This is probably one of the 
outstanding merchandising changes that our Company has 
made in our 34-year old history.” 


. F. C. Emerson, Spartan Saw Works, Inc. 
Other comments on request. 


Write us on your company letterhead if you are interested 
in making a better impression on your customers. Your 
request will bring a WOODBURY letterhead sample kit 

. and any helpful comments about your present design 
that we can make. Address your letter to the attention of 
GeorGE D. Murray, General Sales Manager 


WOODBURY & COMPANY 


INCORPORATED 
15 Chadwick Square WORCESTER 5, MASS. 


. for more details circle 957, page 97 


In our plant it’s not how 


fast we can turn out an en- 
graving, but rather, how 
good...which explains 
why our engravings (color 
and black-and-white) are 
so much in demand by the 


hard - to- please. 


Thomas fF. McGrath 


AND ASSOCIATES 
PHOTO ENGRAVINGS + DAY AND NIGHT SERVICE 
160 £. ILLINOIS ST., CHICAGO 11, ILLINOIS 
Telephone DElaware 7-5142 
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Production Control Board . . . Graphic 
Systems has developed this Boardmaster 
Graphic Visual Control System that can 
be used to chart advertising production 
The aluminum board is available in a 
standard size, 38 2x24", and in custom 
sizes, and comes with a supply of differ- 
ent colored and sizes of cards. 


Production Control Board 
Explained in New Booklet 


A visual control board for showing 
the progress of advertising produc- 
tion and other uses, is illustrated and 
described in a new 24-page booklet 
catalog, issued by the manufacturer, 
Graphic Systems (New York). 

The Boardmaster Visual Control 
System consists of a large aluminum 
board with small grooves stamped 
through the metal at equal distances 
apart. Production information, order 
numbers, etc., can be typed or writ- 
ten on cards. The cards are then 
posted on the board by anchoring 
their four corners in the grooves. 
When posted, the cards form hori- 
zontal and vertical columns. 

Standard Boardmasters are 
3812x24” and weigh nine pounds. 
However, Graphic Systems has an- 
nounced that the boards are now 
available in custom sizes. 


> The new booklet, being distributed 
by the company, features over 100 
photographs, sketches and diagrams 
to explain the operation of the 
Boardmaster and to show its numer- 
ous applications. A plan sheet for set- 
ting up the system is also included 
with the booklet. 

Cards for the board are available 
in four sizes and in six pastel colors. 
Samples of the colors are inserted in 
the booklet. 

The standard Boardmaster is 
priced at $49.50, including a supply 
of cards in a choice of the six colors. 
The booklet suggests a variety of 
uses — advertising production, sales, 
inventory, scheduling, loading, etc.— 
for the system. The booklet shows 
how to set up the system to meet in- 
dividual needs and pictures almost 
any type of operation step by step. 


For your copy circle No. 814 on the 
Reader’s Service Card inside back cover 





Winners in the Lithographic Awards Competition included: (left 
to right) Classification, direct mail advertising—catalogs; title, 
Chrysler Imperial Catalog; client, Chrysler Corp.; lithographer, 


Regensteiner Corp Classification, packaging materials— 


cartons; title, Private Stock; client, Park & Tilford Distiller Corp.; 
lithographer, Lord Baltimore Press . . . Classification, direct mail 
advertising; title, For A Convincing Demonstration; client, Chil- 
licothe Paper Co.; lithographer, E. F. Schmidt Co. 


PRINTING & BINDING 


The Year’s Best in 


OFFSET PRINTING 


The winners in the 1954 Lithographers National Assn. competition 
indicate that offset printing is “‘better than ever.” 


By Ralph D. Cole 
Chairman 


Fourth Lithographic Awards Competition 
Lithographers National Assn. 


In recent years offset lithography 
has made remarkable strides, as 
demonstrated this year in the Fourth 
Lithographic Awards Competition of 
the Lithographers National Assn. by 
the users, buyers and producers of 
this process. The impressive array of 
material submitted for judging points 
up not only the versatility of this 
process but also its unlimited poten- 
tialities. 


(Left to right) : Classification, bank and commercial stationery 
miscellaneous, envelopes, blotters, etc.; title, Provident 1954 
Blotters; client, Provident Trust Co.; lithographer, Ketterlinus 


Lithographic Mfg. Co. 


Of major importance to the art di- 
rector and production man interested 
in finding practical solutions to his 
creative problems, are industry-wide 
research and improvements in tech- 
nique, which continue at an unprece- 
dented rate. Of particular interest to 
the art director and production man 
has been the development of better 
photographic and platemaking meth- 
ods, including the discovery of longer 
life plates. 

Today the lithographic process 
represents a major phase of the pro- 
duction output in the graphic arts, 
and its cavabilities have resulted in 


mail advertising 


lithographer, Western Lithograph Co 


many advantages to the user. To cite 

a handful, they are: 

e@ Removal of restrictions in repro- 
duction. 

e Elimination of lockup and make- 
ready. 

e@ Reduction of makeup costs. 

@ Economy through photo-composed 
multiples. 

e Limitless use of art treatments. 

e High quality, even with budget 
limitations. 

e Reduction of expensive halftone 
costs. 

e Fine halftones on both coated and 
uncoated stock. 


Classification, direct 


material in one or two colors; title, Back- 
ground for Selling; client, Time Inc.; lithographer, Acweltone 
Classification, packaging material Corp 


Classification, decalcomanias; title, Ballantine Ale 
wrappers; title, Cocktail Towels; client, Marion’s Dish towels; 


Bottle; client, P. Ballantine G&G Sons; lithographer, Palm Bros 


BACKGROUND FOR SELLING 





PHILIP 
LOFTIS 


eeenrwar 
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@ Savings through one set of color 
separations for reproduction in 
different sizes. 

>This year’s crop of lithographic 
material was singularly outstanding 
in quality, and the art, design and 
functional value in dominantly good 
taste. In the direct mail category the 
artwork has graduated to sophistica- 
tion —improved in quality, design, 
typography and color. 

Vast strides have been made in 
many categories. To mention a few, 
the elaborate catalogs of the auto 
companies, the material from the 
broadcasting networks, the improve- 
ments in annual reports, and the 


1. Classification: Annual Reports 
Title: 1952 Annual Report 
Client: Armour Research Foundation 


Lithographer: Veritone Co. 


2. Classification: Bank and Commercial 
Stationery—matched stationery (set) 
for same client 


Title: Kwikset Stationery 
Client: Kwikset Powdered Metal Products 
Lithographer: Jeffries Banknote Co. 


3. Classification: Bank and Commercial 
Stationery—letterheads 


Title: Philip Loftis 
Client: Philip Loftis 
Lithographer: Dowdell-Merril! Inc 


4. Classification: Direct Mail Advertis- 
ing—folders, broadsides 


Title: Pyribenzamine Folders 
Client: Ciba Pharmaceutical Products Inc 


Lithographer: Colorpress 


5. Classification: Point of Purchase Ma- 
terial—window displays, multi-plane 

Title: Schaefer Barbecue 

Client: F. G M. Schaefer Brewing Co 


Lithographer: Einson-Freeman Co. Inc 


Classification: Point of Purchase Ma- 
terial— miscellaneous (shelf talkers 
window strips, price cards, banners, 
etc.) 

Title: Heirloom Sterling Frame 

Client: Oneida Ltd. 


Lithographer: Kindred, MacLean & Co 
Inc. 





growth of offset in the packaging 
field. Color is being used more know- 
ingly, with more restraint, sophisti- 
cation and maturity. The quality of 
Kodachrome reproductions in many 
categories has been amazing. Specif- 
ically, improved artwork and better 
reproduction go hand in hand. 

The winners of first, second and 
third prizes in each of 44 classifica- 
tions plus honorable mentions were 
shown May 7-14 in the Biltmore 
Hotel (New York), and will be shown 
June 7-9 at the LNA convention at 
White Sulphur Springs, W. Va., and 
later travel for a year to principal 
cities for showing under local spon- 
sorship. 44 


7. Classification: Direct Mail Advertis- 
ing—booklets, pamphlets 


Title: Douglas Overwater DC-7 
Client: Douglas Aircraft Co. 


Lithographer: Homer H. Boelter Lithog- 
raphy Co. 


8. Classification: Magazines and House 
Organs—complete publication 


Title: What's New 
Client: Abbott Laboratories 


Lithographer: Veritone Co. G Magill 
Weinsheimer 


9. Classification: Point of Purchase Ma- 
terial—light or motion displays 


Title: Sheaffer's Snorkel Display 
Client: W A. Sheaffer Pen Co. 


Lithographer: Ketterlinus Lithographic 
Mfg. Co. 


10. Classification: Posters — 24-sheet 
posters 


Title: The Only Convertible That Outsells 
Ford 


Client: Ford Motor Co. 


Lithographer: U. S. Printing G Litho- 
graph Co 


11. Classification: Posters—wall charts 
Title: Schlage Locks 

Client: Schlage Lock Co. 

Lithographer: R. S. Crocker Co. Inc 
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Beautiful Hair D: 
Professional Care 


Shampoo 


Washington State 


Delicious 


12. Classification: Point of Purchase 
Material—counter merchandise & 
displays 


Title: Chevrolet Animated Sales Maker 
Client: General Motors Photo Division 


Lithographer: Carter G Galantin (Los An- 
geles) 


13. Classification: Display Cards — car 
cards, bus, end cards (on board or 
mounted) 


Title: Lucky Strike Blond Girl 
Client: American Tobacco Co 


Lithographer: U. S. Printing G Litho- 
graph Co. 


14. Classification: Point of Purchase 
Material — window displays, flat- 
plane 


Title: Drene Girl Display 
Client: Procter G Gamble 
Lithographer: E. F. Schmidt Co. 


15. Classification: Calendars 
Title: Summer Harbor 
Client: Ketterlinus Lithographic Mfg. Cc 


Lithographer: Ketterlinus Lithographic 
Mfg. Co 


16. Classification: Posters—1|, 2, 
sheet, truck, wall, window, etc 
posters 

Title: Hello Delicious 

Client: Washington State Apple Commis- 
sion 

Lithographer: U. S. Printing G Litho- 
graph Co. 





Special Litho Prices 
Described by Company 


By using its own special three- 
color process, the Allco Division of 
Allart Corp. (Milwaukee) is able to 


offer advertisers economical litho- 
graphed displays. The company’s re- e] bi 
cently issued brochure describes and een 6oUu e@ 


illustrates the process with a color 


“Ftp ode ditos onge | the Sun-Life of Your 


from $15 each for quantities of 150 


* 
to $5.40 each in quantities of 1,000 D | h fl 
or more. Prices are based upon re- ay 'g t vorescent 
ceiving from the advertiser a carbo, ee o 
Kodachrome or color transparency Advertising with 
for reproduction, mounting it on 75 
pt. board, diecutting with an easel, 


R eS 
scoring in the center for folding and 4u bo ct of DA Y “G LO 
packing bulk in cartons. un n e€ 
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Develops Mechanical srarttetere ee 
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Copy counting has now gone me- , ee 
chanical. A new instrument, the Your outdoor daylight fluorescent adver- 
Copi-Counter, developed by Arthur tising will now retain its eye-catching, 
H. Nellen Jr., managing editor of attention-compelling brightness at least 
Motor Age, takes a lot of the physi- twice as long as before! 
cal effort out of finding out just how , 
much copy or type you have. Sunbonded DAY-GLO, a brand new de- 
The Copi-Counter resembles a velopment from the laboratories of Switzer Brothers, Inc., the 
small pocket watch with a wheel at originators of daylight fluorescent colors, will double the sun- 


ice Titties. Stihe salsaal te sdlliael wieue life of your advertising. It takes the gamble out of summer 
the material to be measured and a outdoor postings. 


sweep hand registers the length in 


You can now specify Switzer Sunbonded DAY-GLO safely 
agates, picas and inches on dials on for summer showings of 24-sheet posters anywhere under the 


both faces of the “watch.” sun! And they’ll continue to glow with customer-stopping 
Typical uses for the Copi-Counter brilliance twice as long! 
include: 


e Counting the number of lines in INDEPENDENT TESTS PROVE LONG LIFE 
typewritten copy . . . Just run the 

wheel from bottom line to top line of 
copy and the pica scale gives the 
number of lines. 

e Counting characters in a manu- 


Sub-Tropical Testing Service sub- 

jected new Sunbonded DAY-GLO 

to rigorous testing under blistering 

—< ‘ Florida suns. They reported all six 

script . . . Run the wheel along an oe hy of the Sunbonded DAY-GLO colors 

average line and multiply the num- . 4 retained their brilliance and glow 

ber of picas indicated by two for elite : : onan oe aa as long as Regular 

type or multiply the number of — a, — : , 

inches by ten for pica type; then Ask your screen printer to | |i9g? 

multiply by the number of lines. use eee etic ncn - MAKE YOUR OWN TEST 

sil arn ae on your 24-sheet posters, . 

7 gp Pepe Heras exterior banners, bus cards, : Write to Switzer’s for a free DAY- 
: ; taxi posters and other pa- GLO Twin Color Tester so you can 

comes in particularly handy. Run per or cardboard outdoor prove, in your own office, how long 

the wheel along the typed material, advertising. Y Sunbonded DAY-GLO lasts. Merely 

skipping all deleted material, and soe eemeerearnenem place the small test panel in a sunny 

then multiply for the style of type window and watch what happens. 

used. It’s easy and it’s fun! 

e Measuring type-set material 

Simply run the wheel over the ma- 

terial to be measured and you get Regular DAY-GLO Color is 


; i a ea aia eee ae till ded for in- 

a _— answer in agates, picas o1 road a aeae Gk se SWITZER BROTHERS, INC. 
a gazine inserts and limited 
outdoor showings. 





e Cutting copy .. . If you want to “The First Name in Fluorescent Colors” 
cut a specified amount of copy you 
can pre-set the dial for the amount 
of material to be killed and then run 
the wheel over various portions to 


4732 ST. CLAIR AVENUE 
CLEVELAND 5, OHIO 
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other measuring jobs such as deter- 
mining the size of cuts, artwork, etc. 
A precision instrument, the Copi- 
Counter sells for $4.95, including a 
leather case. 
Additional details 


from the inventor. 


are available 


For your copy circle No. 816 on the 
Reader's Service Card inside back cover 


Develop New Double-Life 
Day-Glo Fluorescent Inks 


A new development which may 
help solve one of the major difficul- 
ties in the use of daylight fluorescent 
materials for outdoor advertising has 
been announced by Switzer Brothers 





be deleted until the pointer returns 
to zero. 

With a little practice the Copi- 
Counter can be adapted for many 
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Inc. (Cleveland). A new pigment, to 
be known as “Sunbonded Day-Glo,” 
is expected to double the sun-life of 
fluorescent colors. 

At first, this new material is being 
introduced only in formulations for 
screen process printing. The new 
Sunbonded Day-Glo was developed 
especially for 24-sheet posters, ban- 
ners, point of purchase pieces for ex- 
tended window use, outside bus 
cards, bumper strips and other out- 
door jobs to be exposed to continuous 
sunlight. 

Tests indicate that the improved 
product shows no appreciable loss of 
color after 30 days’ outdoor display 
in summer sunlight, and in average 
service it will last much longer for 
many applications. The new Day-Glo 
is the same in fluorescent brightness 
and color strength as the regular line. 
The new pigment is now available in 
six Day-Glo colors. 

A folder giving additional details 
and showing side-by-side specimens 
of both regular and Sunbonded 
Day-Glo silk screen colors is avail- 
able from the company. 


For your copy circle No. 817 on the 
Reader's Service Card inside back cover 


Offer Display Frame 
For Color Pictures 


A new and attractive method for 
permanently displaying color trans- 
parencies was introduced at the 8th 
Annual National Photographic Show 
by Pavelle Color Inc. (New York). 

Called the “Liteframe,” the unit 
features a recessed wooden frame, 
in either mahogany or blond finish, 





and a built-in electric back light. Pa- 


velle dealers will take any 
transparency, form 35mm to 4x5”, 
have it duplicated on 4x5” color film 
and deliver it to the customer in the 
frame. The transparencies can be 
slipped easily in and out of the frame. 
The whole unit offers projector 
quality to the transparencies without 
having to use a projector. 

The transparency and illuminated 
“Liteframe” will be offered by Pa- 
velle dealers for $5.95. 44 


color 
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Three juveniles were responsible 
for one of the most unusual 
advertising pieces of the year. 


By Dick Hodgson 
AR Managing Editor 


What will undoubtedly go down 
as one of the most unusual, and 
probably one of the most popular 
printed pieces of 1954, is a fanciful 
little booklet issued at Eastertime by 
Miller Printing Machinery Co. 
(Pittsburgh). The 442x6”, 16-page 
booklet, “Wilbur,” is the story of the 
Easter Bunny. 

If it isn’t unusual enough to find 
the Easter Bunny selling printing 
presses, consider the fact that the 
booklet is primarily the production 
of three school children—a 13-year- 
old author, a 13-year-old artist and 
a 14-year-old typographer. 

The unique booklet got its start 
in a commonplace situation. R. B. 
Tullis, Miller president, was in Bal- 
timore and while talking with a 
number of business acquaintances, 
the fond fathers started discussing 
their children. One of the men 
proudly brought out an essay that 
his daughter wrote for a historical 
background theme required in 
school. 

Mr. Tullis agreed that the theme 
was good, so good that he brought it 
back to Pittsburgh. He showed it to 
Miller’s enterprising advertising 


Regina Fisher Photo 


manager, W. T. Clawson, and the un- 
usual direct mail piece began taking 
shape. 


>Mary Elizabeth Grimes was 13 
when she composed the story of 
Wilbur, an “Ugly Duckling” of the 
rabbit world. The story explains: 

“During the time Abraham Lin- 
coln was president, there lived out 
in a beautiful forest, which some 
people thought was enchanted, a 
rabbit family. One of the ten little 
bunnies was named Wilbur. The 
father and mother of these little rab- 
bits worked hard trying to name 
them all. When the tenth and last 
baby came along they didn’t know 
what to call him. 

“Since they had run out of nice 
names for little boys, the bunnies of 
those days had a very small vocabu- 
lary, they named him Wilbur. 

“All of the neighboring bunnies 
and his brothers and sisters weren't 
very nice to Wilbur. They kidded 
him about his name and because he 
was the youngest they didn’t like 


Artist Ronnie Schwerin 
Author Mary Elizabeth Grimes 


Typesetter Joel Aronson 


him tagging along much like most 
small children and animals of today. 
Poor little Wilbur.” 


> Mary Elizabeth’s story went on to 
tell how Wilbur suddenly started to 
lay multi-colored, hard-boiled eggs. 
To save himself from embarrass- 
ment, Wilbur hid the eggs. After 
church on Easter Sunday, the rest of 
the rabbits were playing hide and 
seek and came across some of the 
eggs .. . which resulted in the first 
Easter egg hunt. “To this day,” re- 
ported the young authoress, “he still 
lays enough eggs for everyone the 
world over on Easter Sunday.” 

The story was supposed to have 
been a theme with an historical 
background for a class at Roland 
Park Country School in Baltimore. 
Evidently the first line, “During the 
time when Abraham Lincoln was 
president,” took care of the historical 
requirements. 

Advertising Manager Clawson’s 
first move was to see if the story had 
ever been published and to obtain 
permission to use it for a mailing. 
Once clearance had been received, 
he began looking around for a suit- 
able artist to illustrate the story. 


> He remembered Ronnie Schwerin, 
13-year-old son of Arthur Schwerin, 
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a sales representative for Town Stu- 
dios in Pittsburgh. Mr. Clawson had 
seen a painting that Ronnie made 
for his mother at Christmas, and had 
heard of an exhibit of sculpturing 
which he had entered in a contest 
when he was twelve and took an 
honorable mention, much to the sur- 
prise of the judges who were under 
the impression that he was a man of 
mature age. 

Ronnie spent two weeks produc- 
ing the 14 full-color illustrations 
used in the “Wilbur” booklet. The 
illustrations were all his own ideas 
and his technique. Mr. Clawson ex- 
plains: “Neither his father nor I tried 
to dictate as to how they should be 
done. There are a couple of spots that 
he probably could have improved if 
he would have had coaching but we 
thought it best to leave it as it was. 
He was very interested in the job and 
so ill with a cold one or two days that 
he stayed home from school and 
worked on these drawings. | person- 
ally wondered whether the cold was 
that bad or the illustrations that 
interesting.” 

The net result was a group of illus- 
trations that added an additional note 
of charm to the booklet. When com- 
mercial art awards are passed out in 
Pittsburgh this year, there ought to 
at least be a special honor award for 
the work of young Ronnie Schwerin. 

An added note of interest was his 
bill for the artwork: 


Artwork for “Wilbur” 


14 four-color illustrations 
(professional fee) , 


$100 each $1,400.00 
Because I’m not a “’pro”’, 
less 85 1,190.00 
Total 210.00 
Because I’m only 13, 
less 25‘ 52.30 
Total 157.50 
Because it’s cash, less 2‘ 3.35 
Grand Total® 154.35 


For College Education Fund. 


>To keep the project in a juvenile 
vein, Mr. Clawson called Jack Na- 
than, printing instructor at Peabody 
high school in Pittsburgh, and asked 
for a promising young man who could 
do a type-setting job for Miller. Mr. 
Nathan selected 14-year-old Joel 
Aronson. 

The youthful typographer was fur- 
nished with type which he set by 
hand. Some of the lines were not 
spaced as a professional would space 
them, but it was decided that it would 
be best to permit those few “errors” 
rather than try to make it a perfect 
job. 


>It has been a Miller policy to send 
its printing to various printers 


throughout the U. S. as the company 
discovered that some of its customers 
thought Miller printing was done in 
an experimental shop in Pittsburgh, 
which was the reason for its high 
quality. Therefore, a policy was es- 
tablished of scattering the jobs to 
various shops using Miller presses so 
that no one could say that the presses 
were capable of producing quality 
work in only one plant. 

Miller wanted the “Wilbur” job 
run on one of its E.B.CO offset 
presses to make best use of the soft 
Strathmore Fiesta stock selected for 
the booklet. Thomsen-Ellis-Hutton’s 
Pridemark Press in Baltimore was 
assigned the job. 

To complete the job, envelopes 
were printed and addressed in Pitts- 
burgh, the booklets inserted in Balti- 
more and then shipped by truck to 
Egg Harbor, N. J., for mailing. Ar- 
rangements were made in advance 
with Egg Harbor Postmistress Mamie 
R. Stone, and so that she would re- 
ceive credit, the stamps were pur- 
chased in Egg Harbor, even though 
they were affixed in Pittsburgh. 


> The only “advertising” in the book- 
let was a short credit on the inside 
back cover noting that it was printed 
on a Miller press. A return postcard, 
however, was attached to the booklet 
—but it, too, was kept “low key.” The 
message read: 

“The advertising ‘experts’ will be 
very critical of this mailing. We 
haven’t done any selling. We haven’t 
given you any description of modern 
Miller presses. We haven’t told you 
how fast they run or the profit you 
can make using them. No, we haven't 
even told you of the quality work 
they will produce. 

“Unlike radio or television adver- 
tisers who make you listen to their 
sales story before the program, in the 
middle of the program, and at the 
end, we are asking you, of your own 
free will, to send for our sales story 


—_— 
—_ 


wait Udon 
AIDANAM 


“Hey, I remember you!! 1951—I beat you 
on the 18th hole when you missed a six- 
inch putt!!”’ 














and read it if you enjoyed our 
‘program.’ 
“In other words, if you liked this 
little booklet about ‘Wilbur,’ fill in 
the attached business reply card and 
drop it in the nearest mailbox—no 
postage necessary. Then when you 
receive our literature (no salesman— 
just literature) and read our “com- 
mercial” we will believe this to be 
a very effective piece of advertising 
regardless of the ‘experts.’ ” 


> While it’s too early to know wheth- 
er or not printing machinery pros- 
pects will agree with the “experts,” 
Miller has plenty of previous experi- 
ence to indicate that such “low sell” 
direct mail pieces are effective in 
their business. 

In the past, Miller has produced 
other mailings of a somewhat similar 
nature. Last Christmas, for example, 
the company mailed a beautiful 12- 
page portfolio of photographs of chil- 
dren. Another mailing featured a 
children’s poem written by Sam Wal- 
ter Foss in 1895. For Christmas 1952, 
Miller sent out a clever booklet en- 
titled, ‘“‘The Holiday Season is for the 
Children,” which included two Santa 
balloons. Another piece reprinted 
Alan Beck’s famous “What Is a Boy?” 
and “What Is a Girl?” 

Mr. Clawson explains, “We do not 
use this type of advertising every 
month but at least every third month 
we try to do something of this nature. 
Since the people to whom we adver- 
tise are printers and therefore see a 
lot of advertising, we feel that we 
have to be a little different in order 
to get their attention. We know for 
certain that these pieces do get atten- 
tion as we receive numerous letters 
after each one of these mailings. Of 
course, they are not letters ordering 
printing presses but they have a 
kindly feeling towards Miller and 
that is what we are trying to en- 
gender.” 44 


Striking Format Displayed 
By New Swingline Catalog 


A catalog that presents an effective 
arrangement of information in a 
striking format has been published 
by Speed Products Co. Inc. (Long 
Island City, N. Y.). Displaying the 
entire line of Swingline staplers, the 
catalog employs a number of effec- 
tive devices: 

e The catalog is printed in two col- 
ors—a brilliant blue and black. The 
blue is used as a panel in the center 
of each spread to enliven the line 
drawings used throughout. The 
drawings illustrate the many uses of 
the different staplers and give in- 
structions on how to operate each 
stapler. 

e The cover for the catalog is of 
heavier stock than the inside pages 
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Catalog &G Companion . . . A departure 
from general catalog format is seen in 
this new catalog for Swingline staplers 
Lavish use of illustrations, color blocks 
and picture story technique show the 
stapler line and give instructions and sug- 
gestions on use. A miniature catalog, 
used as a tag for each stapler was stapled 
inside as a ‘‘companion” in each catalog. 


and is slightly larger, providing a 
type of portfolio cover for the pages. 
Cover design centers around a strik- 
ing drawing of three greatly enlarged 
staples and the word “Swingline,” 
written in a script that runs verti- 
cally on the page. 
@ Good, clear black and white pho- 
tographs, showing plant operations 
and all the new stapler models, are 
used throughout the catalog. The 
pictures show each phase of manu- 
facturing a stapler down to the 
chemical composition of the rubber 
pad used on the bottom of some of 
the Swingline models. 
e One of the most unusual features 
of the new catalog is a miniature cat- 
alog that is stapled inside the back 
cover. This is the hang-tag booklet 
that is being attached to each stapler. 
The 214x234” booklet employs a sim- 
ilar format to the larger one, using 
two colors and photographs of the 
Swingline line. It also includes the 
customer’s guarantee certificate. 
Attaching the hang-tag to the large 
catalog introduces this selling tool 
piece to dealers. 44 


Correspondence School 
Offers PR Textbooks 


Now available to employers for 
employe training plans are two next 
texts on public relations that have 
been added to its curriculum by In- 
ternational Correspondence Schools 
(Scranton, Pa.). The texts as used 
by ICS will be part of its courses on 
personnel-labor relations and other 
business subjects. 

The texts are divided into the “why 
and where” and “what and how” of 
public relations and include sections 
devoted to analyzing public relations 
problems by means of case studies. 

Author of the texts is Arthur 
Michel, vice-president, Bresnick Co. 
Inc., Boston advertising agency. 44 


Adhesives Described 


An illustrated circular describing 
a new line of adhesives for use with 
Mylar polyester film has been issued 
by Rubber & Asbestos Corp. (Bloom- 
field, N. J.). Applications such as 
Mylar to paper, to aluminum foil, to 
steel, to vinyl and to polyethylene 
are described and illustrated along 
with suggestions about which adhe- 
sive to use with each lamination. 
The characteristics provided by the 
adhesive—high temperature, color 
stability, etc., are also described. 


For your copy circle No. 818 on the 
Reader’s Service Card inside back cover. 





Swedish Made This steel-crafted 
Swedish made catalog binder has been 
introduced to the American market by 
Fastening Specialties. The new binder re- 
portedly is unusually lightweight and 
durable. 


Fastening Specialties 
Introduces New Binder 


A new Agrippa Catalog Binder has 
just been introduced by Fastening 
Specialties Inc. (New York) that re- 
portedly combines lightness and dur- 
ability with attractiveness. Designed 
and manufactured by Swedish crafts- 
men, the new binder is of lightweight 
construction, utilizing Swedish 
nickel-plated steel and cellulose im- 
pregnated fibreboard. 

The new binders feature a one- 
hand operation. The opening mech- 
anism is activated by the press of one 
finger. Another feature is an oval 
opening in the steel back which 
makes possible, by the flick of a fin- 
ger, the easy removal of a binder 
from shelf, file or drawer. The back 
also has two die-cut, rectangular 
apertures, behind which are label 
frames, for handy identification of 
the binder. 

The Agrippa binders come in a se- 
ries of 10 colors. They are available 
in 1” and 2” capacities, built to ac- 
commodate 81x11” catalog sheets, 
with covers cut to specific widths for 
specific index tab requirements. The 
binders are also available in 12” 
heights. The binders have a list price 
of $6.95 each, with quantity discounts. 

Additional information is avail- 


able. 


For your copy circle No. 819 on the 
Reader’s Service Card inside back cover 
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By Bert Enos 
AR Associate Editor 


Carefully thought out, pre-planned 
use of sound slide film is a major fac- 
tor in the merchandising program of 
Dole Valve Co. (Chicago). 

Dole uses sound and slidefilm 
equipment to merchandise two items 
—automotive thermostats and pres- 
sure radiator caps—and its handling 
of this audio-visual aid is a sound 
combination of applied psychology 
and practical education. 

In the words of Stuart G. Phillips, 
Dole ad manager, “Our problem is 
how can we best educate the motorist 
about our product. Why, up to a few 
years ago the average motorist didn’t 
even know he had a thermostat in his 
car. 


> The advent of the hot water heater 
and the fact that Dole thermostats 
now are standard equipment on 13 
leading makes of automobiles and 
trucks have increased consumer 
awareness of the automotive thermo- 
stat, while actual consumer knowl- 
edge has been bolstered through 
Dole advertising, point of sale dis- 
plays, identification materials and 
educational charts. 

“But we still felt we needed some- 
thing else,’ Mr. Phillips said. That’s 
when the idea of a sound slidefilm 
was born. 

There were other factors that in- 
fluenced the decision to use this 
audio-visual aid. In addition to 


Id jobb 


standard equipment accounts, Dole 
thermostats are sold through auto- 
motive jobbers, of whom there are 
more than 7,800 in the U. S., and re- 
placement sales make up a big part 
of the company’s volume. Dole uses 
manufacturers’ representatives — 37 
in all, some of them individuals, some 
complete sales organizations—and the 
reps do most of their selling through 
the medium of Saturday morning 
jobbers’ sales force meetings. 


> These Saturday morning meetings 
frequently are a real chore to job- 
bers’ salesmen, what with some 
eager-beaver reps trying to cram 
their stories down the salesmen’s 
throats, talks that aren’t always well 
organized, to put it mildly, and an 
occasional long-winded spiel that 
goes on and on while the salesmen in 
the audience restlessly wish they 
were somewhere else. 

Dole believed—and the facts later 
bore the company out—that a sound 
slidefilm could be an excellent door- 
opener into jobber meetings. Fur- 
thermore, over the years the com- 
pany had learned that the represent- 
atives who earned the most in com- 
missions were the same men who 
held the greatest number of meetings 
—usually on the proverbial Saturday 
morning. 


>“Control With Dole,” the com- 
pany’s first sound slidefilm, was pro- 
duced early in 1953 with the coopera- 
tion of Atlas Film Corp. (Oak Park, 
Ill.). The film, 35 mm and in color, 


AUDIO & VISUAL AIDS 


push for Dole 


Faced with a problem of getting 
more push for their own products 
from jobbers’ salesmen who rep- 
resented a variety of lines, Dole 
Valve Co. produced two effective 


sound-slide films and devel- 


oped an unusual method to put 
projection equipment into the 
hands of manufacturers’ represent- 


atives 


ran 15 minutes and used cartoons, 
simple technical diagrams and pho- 
tographs to tell the thermostat story. 

No slouch at merchandising his 
product, Mr. Phillips now went into 
action to merchandise the audio- 
visual aid that was to help sell ther- 
mostats. He arranged for the Dole 
company to purchase projectors from 
DuKane Corp. (St. Charles, IIl.). 
The model chosen was the “300 Auto- 
matic,’ a portable type projector, 
marked by simplicity of operation 
and with a screen on the inside of the 
cover case so the model can be used 
on a table at a distance of 3’. 

By purchasing 10 projectors at a 
time, Dole got an attractive price, 
and offered the machines to the rep- 
resentatives, charging their accounts, 
with the understanding that when 
any rep had held 60 jobber meetings 
in his territory, the company would 
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Control With Dole . 


successfully to merchandise thermostats. Animation, pictures of the product and actual 
production scenes figured largely in the film. 


credit his account for the full price 
of the projector. A few of the manu- 
facturers’ men bought their own pro- 
jectors outright, while to date 37 ma- 
chines have been delivered to repre- 
sentatives under this arrangement 


with Dole. 


>The company recommended that 
the representatives use 37x50” Chal- 
lenger screens made by Da-Lite 
Screen Co. Inc. (Chicago), which list 
at $13.25 for the screen and $6.90 for 
a carrying case. The films, records 
and other extras were provided by 
Dole. 

Thus equipped, the manufacturers’ 
representatives were in a strong po- 
sition when they sought to present 
the thermostat story to a meeting of 
jobber salesmen. 

“T have a 15-minute package here,” 
the rep could tell the jobber. “It is 
educational and informative, is bound 
to interest your salesmen and help 
them increase sales, and if you so de- 
sire I can have my story told and be 
out of the meeting in less than 20 
minutes.” 


>So far as Mr. Phillips knows, in no 
case was a representative turned 
down—and evidence of the value of 
the sound slidefilm as a door-opener 
is seen in the fact that during 1953 the 
thermostat story was told and shown 
at more than 1,000 jobber meetings 
throughout the U. S. But it was in the 
actual conduct of the meetings and 
the showing of the film that Dole 
came up with a unique idea. 

Before any showings of the film 
were held, each representative was 
supplied with a verbatim copy of the 
recorded script. “It is our suggestion 
that you read this over a number of 
times so that you become familiar 
with it,” said the accompanying let- 
ter. “Then as you have experience 
running the show, you can make your 
own notes on the script at the appro- 
priate points.” The verbatim copy of 
the script thus assured not only that 
the representative knew the Dole 
thermostat story, but also that he 
knew—and in some cases by heart— 
the sound that accompanied each 
frame of the slidefilm. 

The company also suggested how 
the film should be shown at the job- 


. . Three typical slides from Dole’s sound slidefilm which it used 


ber meetings. “The technique we 
suggest,” said the letter, “is that you 
first run the film with the voice—a 
complete uninterrupted 15-minute 
presentation.” This would be the job- 
bers’ opportunity to take the rep up 
on his promise to be out of the meet- 
ing in 15 minutes. However, testify- 
ing to the high quality and the edu- 
cational features of the “Control With 
Dole” film, meetings never ended at 
this point. 

Instead, the representative would 
cut out the sound and re-run the 
film, using his own notes to empha- 
size any particular frame—or, as was 
more frequently the case—questions 
would be asked from the audience, 
giving the rep an even better oppor- 
tunity to run the film without sound, 
using his own notes to adapt his an- 
swers to the immediate situation. 


>There’s ample indication that this 
pre-planning in the use of an audio- 
visual aid has paid off for Dole. In 
the first place, the company has ex- 
perienced a substantial increase in 
sales—“We consider our educational 
program a major contributing fac- 
tor,” says Mr. Phillips. 

And secondly, Dole this year com- 
pleted another sound slidefilm, “Dole 
Puts the Pressure On.” A nine-min- 
ute film, it is similar in general con- 
tent and treatment to the earlier one 
and tells the story of the company’s 
pressure radiator cap. The film like- 
wise is sent to representatives ac- 
companied by a verbatim copy of the 
script and the same techniques for 
using it are suggested. 

“This nine-minute showing was 
planned as a distinct supplement to 
the Thermostat Story,” says the let- 
ter. “The two films belong together 
and should be shown together. Fol- 
lowing last year’s successful proce- 
dure, we suggest that you read care- 
fully the attached script of the new 
film. Here you have in typing exactly 
what the voice says on the record. 
This recording script should be used 
for your own notes and more or less 
spontaneous remarks when you run 
the film through the second time. 

“Remember, we found last year 
that that was the most effective way 
to conduct a meeting—namely, run 
the whole film once right through 

































Paste This in Your Hat 


Here’s another example of how 
Dole merchandises its selling. 

At a recent sales meeting, Mr. 
Phillips, ad manager, held a series 
of “off the record” conversations with 
salesmen of proven ability. 

“Just how to do you sell Dole ther- 
mostats?’’ he asked. “What are the 
specific steps you follow in your 
presentation?” 

Then, with the information gained 
from the star salesmen, a list of 
“steps in chronological order to sell 
Dole thermostats” was prepared and 
















mailed to all Dole representatives. 

The accompanying letter said, 
“You will remember we promised 
you something to paste in your hat. 
A step-by-step sales procedure. Very 
valuable in our opinion because it is 
the actual plan used successfully 
over a space of years by one of our 
top producers in your field. 

“Elementary? Maybe, but we do 
suggest again you use it as a check- 
chart because we know that it 
works.” 


















without questions or interruptions. 
Then after a few minutes’ interval, 
run it again with particular emphasis 
on certain frames which suggest 
questions and discussion. 

“Frankly, we feel that this com- 
pletely packaged, fully-illustrated, 25 
minute presentation should guaran- 
tee the success of your sales meetings 
—we know that you will make the 
very most of it.” 

Judging from last year’s results, it’s 
a pretty sure bet they will, too. 44 


Projector Ils Designed 
For Industrial Uses 


Unlike many slidefilm projectors 
that can be adapted for various pur- 
poses, the Capsule 16mm projector, 
a product of Animad Projectors 
(Detroit), has been designed from 
scratch for industrial use. Thirty- 
two features of the projector are 
described in a folder that is available 
from Animad. 

The Capsule has a 67 sq. in. screen 
and stands 28” high, putting the 
screen at eye level when the projec- 
tor is placed on counter or desk. It 
also can be mounted on a wall for 
use in stores and exhibits. The case, 
which is 26%” long, is fitted to 
chrome plated tubular steel legs and 
weighs 21 lbs. complete. For carry- 
ing, the case folds down inside the 
legs, which act as protectors. 

All controls and the projector, 
which can be automatic, manual or 
triggered to a record player or re- 
mote switch, are mounted in the rear 


Capsule Slidefilm Projector . . . Pictured 
on the left is the Capsule projector in 
position for carrying, with the legs acting 
as a supporting frame. The projector and 
stand, which was designed for industrial 
use, weighs 21 Ibs. On the right is the 
28’ high projector in use. On desk or 
counter the screen is at eye level. 


door, which is detachable. When re- 
pairs are necessary, it is a simple 
matter to remove the door, which 
then can be shipped along with the 
attached mechanisms in a small car- 
ton. 

Exposure is variable by a simple 
screw adjustment and loading is easy 
—you just open the gate and insert 
the film in the guide. The film is 
spliced to form a loop which may 
vary from 36 to 120 frames, while the 
design of the case protects the film 
from heat. The framing is adjusted 
and kept in register by an automatic 
advance mechanism. Cooling comes 
from a blower in the lamp house. 

Most of the values of the image are 
preserved in the Capsule projector 
since the case has a shadow box ef- 
fect which protects the plastic screen 
from oblique light. Capsule sells for 
$158 f.o.b. Detroit. The projector, 
which was designed for Animad by 
Cecil Rogers, industrial designer, is 
pictured in several positions in the 
folder. 


For your copy circle No. 820 on the 
Reader’s Service Card inside back cover 


Color Projection Secrets 
Told in 16-Page Booklet 


How to prepare and project color 
pictures is the subject of a new 16- 
page booklet published by Radiant 
Mfg. Co. (Chicago). The booklet, en- 
titled “Secrets of Good Color Pro- 
jection,” is written simply and may 
be used to advantage by Beginners 
as well as by more advanced photog- 
raphers. 

About one-third of the booklet is 
devoted to a quick summary of 
problems unique to color photog- 
raphy; the balance is devoted to color 
projection equipment, color stero 
production, audience arrangement 
and size of screen. 


For your copy circle No. 821 on the 
Reader’s Service Card inside back cover 
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The Most Brilliant 
Picture Available 


in CONTINUOUS 
ADVERTISING 
PROJECTORS 
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New Method Merchandising 


Pictur-Vision Point of Purchase Continu- 
ous 2x2 Slide Projector is the NEW way 
of MERCHANDISING in Department, 
Variety, and all types of Retail Stores. Use 
16 beautiful Kodachrome Slides with each 
slide in view for 6-8-or 12 seconds, which- 
ever preferred, to sell at the point of pur- 
chase. Complete story can be told on any 
one product or each slide can show a dif- 
ferent product. 
























































Equipped with Famous 


SOLARBRITE OPTICAL SYSTEM 


Forced Air Cooling System 

3’ Coated Objective Lens 

750 watt, 200 hour projection lamp 

Pictur-Record to hold 16 2x2 glass 
mounted slides 

Slides change every 6, 8, or 12 seconds 

Push Button Remote Control 

16” TV type Screen 

Sturdy lightweight metal construction 

Maple Hammertone Finish 



















































































For Nearest Dealer Write: 


Preture Recording Company 


OCONOMOWOC, WISCONSIN 
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More national advertisers 


than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design ... market 
research ... mass production ...consistent product qual- 
ity...complete records system... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 


Cum NEON PRODUCTS, INC. 


103 BEOR AVENRVE, tima, GHIO 


WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 


| 
| Budweiser 


KING OF BEERS 
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SIGNS & IDENTIFICATION MATERIALS 


PORCELAIN ENAMEL 


oo a quality material for signs 


Porcelain enamel has long been 
a basic material for outdoor 
signs, but it is becoming more 
popular as advertisers search 
for greater durability in their 
outdoor advertising. A sign ex- 
pert tells what porcelain enamel 
is and how it is used in the sign 
industry. 


By J. E. Bourland 


Vice President 
Texlite Inc 
Dallas 


The value of a sign is determined 
by the number of people to whom it 
is exposed. The fact that is often 
overlooked is that, in most cases, the 
daylight hours of circulation are 
greater than the after-dark traffic. 
For this reason, the appearance of a 
sign during the day must be serious- 
ly considered. 

Contrasting colors, ample spacing, 
selection of good legible lettering are 
all very important. The sign faces 
must always have a clean, crisp ap- 
pearance with contrast of vivid col- 
ors. One of the ideal materials for 
use on sign faces, fillers and letters, 
therefore, is lifetime porcelain 
enamel. 

Porcelain enamel may be briefly 
but aptly described as “glass fused 
to metal.” It is most unfortunate 
that the term “enamel” is also popu- 
larly applied to finishes of an en- 
tirely different nature. Many ordi- 
nary paints are called enamels when 
they produce a glossy finish. So- 
called “synthetics” or “baked-on” 


enamels, which are composed of res- 
ins dissolved in organic solvents with 
the addition of pigments, air-dried 
or hardened in an oven at a temper- 
ature of about 300°F, also receive 
this label. 


> Porcelain enamels differ from this 
paint or synthetic enamel in that 
they are entirely inorganic and con- 
sist of glass fused on metal at tem- 
peratures in the neighborhood of 
1,500°F. Porcelain enamel will with- 
stand even higher temperatures 
without burning off or discoloring. 
It is more resistant to weathering 
and chemical attack because of the 
hard, permanent glass finish. 

A few years ago, the average sign 
shop did not buy porcelain enamel 
faces. The sign man knew practically 
nothing of them. However, many 
progressive sign companies, search- 
ing for a superior finish for their 
signs, accepted porcelain enamel as 
the quality material which would 
give them a better sign, and would 
reduce the cost maintenance. 

The fact that porcelain enamel has 
been selected as an ideal finish for 
signs is no accident. It is because of 
the characteristics of the material it- 
self. In combining glass and a metal 
base to gain the best features of each, 
it has been possible to obtain the 
strength and weathering quality of 
steel, but the permanence, resistance 
to weathering, high luster and color 
of glass. 


>Iron has the advantage of being 
inexpensive, readily available, eas- 
ily formed, can be welded or 
punched, is strong, and relatively 
light in weight. However, it must 
be protected from the weather. 

On the other hand, glass is weath- 
erproof and can be easily made in 
brilliant, permanent colors, but is 
basically a fragile material. By ap- 
plying a relatively thin coating of 
colored glass to an iron base, we 
eliminate entirely the rusting ten- 
dencies of the iron and at the same 
time reduce the fragile nature of the 
glass and end up with a combination 
of materials that is permanently col- 
ored in any brilliant combination of 
colors, impervious to weather, and 









therefore an ideal sign background 
material. 


>In order to help to better under- 
stand the properties and applications 
of porcelain enamel, it would be well 
to describe the materials and proc- 
esses used to produce a quality por- 
celain enamel sign face or letter: 

e The basic glass-like material of 
which porcelain enamel is com- 
pounded is known as frit. About 
75% of the composition is feldspar, 
silica, sand and borax, which acts as 
a flux. The remainder of the mix is 
variable, consisting of various in- 
organic chemicals which produce 
fluxing, adherence, color or other 
desired properties in the finish. Frit 
is therefore composed of similar ma- 
terials to common glass. 

e This mix is placed in smelters 
similar to open hearth furnaces, and 
heated to approximately 2,500°F. 
The various ingredients go into a 
solution at these high temperatures 
and form glass. The molten glass is 
discharged from the smelter into a 
bath of cold water. This quenching 


About This Article 


This article 
was digested 
from a speech 
by J. E. Bour- 
land, vice-pres- 
ident and as- 
sistant to the 
president of 
Texlite Inc., 





Dallas sign 
firm. The speech was delivered at a 
meeting of the Texas Sign Contractors 
Assn. Because it explains the story 
behind the manufacture of one of the 
standard types of outdoor advertising 
signs, AR's editors felt that it would 
be of special interest to sign buyers 


as well as to sign manufacturers. 
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Typical Use 


FRIED CHICKEN 


| 





This well known Howard Johnson’s sign is typical of the uses of porce- 


lain enamel for outdoor advertising. The sign is a product of Bettinger Enamel Corp. 


Waltham, Mass.) 


or fritting operation causes the glass 
to set so rapidly that it shatters into 
very small particles. It is then known 
as frit and is dried, bagged and 
shipped to the porcelain enamel 
manufacturer. 

e After the frit is received at the 
porcelain enamel company, it is 
placed in a large porcelain lined ball 
mill and ground to powdered sugar 
fineness with clay and water and the 
ceramic pigments that are necessary 
to produce the proper color. The frit, 
when discharged from the mill, is 
known as slip. This slip is about the 
consistency of thick cream and can 
be sprayed by a gun, similar to the 
ordinary paint spray gun. 

e Before the slip is applied to metal, 
the metal must be carefully pre- 
pared. This preparation consists of 
running the metal through a series 
of pickling solutions. This is basical- 
ly a cleaning operation and surface 
etch. The metal is successively im- 
mersed in hot alkaline cleaner, rinse 
water, acid bath, rinse, soda ash 
neutralizer and borax solution. In 
all, from six to seven tanks of solu- 
tion are used in a pickling operation, 
and the last operation is a high speed 
dryer to dry the metal before it can 
start to rust. The pickling operation 
is one of the most important in the 
porcelain enamel process, and must 
be very closely controlled. 

e When the slip is properly milled 
and the metal properly pickled, the 
slip is sprayed onto the metal to a 
thickness of from four to six 1,000ths 
of an inch. The piece is then run 
through a dryer where the water in 
the slip is removed, leaving a coat- 


72° ar * June 1954 


ing of ground glass and clay. This 
coating is known as enamel bisque. 

e The piece is next put into an 
enameling furnace at a temperature 
of about 1,500°F. In a few minutes 
the finely ground glass particles in 
the bisque melt and flow together to 
form the tightly bonded, glass-hard, 
lustrous coating of porcelain enamel. 
This ground coat enamel is designed 
to give maximum adherence to the 
metal. 

e Over this ground coat any color or 
number of colors can be applied. The 
first, or background color, is next 
applied to the face of the piece as a 
solid, over-all color, and goes 
through the same spraying, drying 
and firing operations. 

e The second color, which will have 
copy or decorative design in it, is 
started in the same manner as the 
previous coats by spraying the piece 
all over with the desired color. How- 
ever, after it is dry, and before it is 
fired, part of the unfired bisque is 
removed by brushing, using stencils 
cut from patterns which leave the 
desired copy or design in place. The 
entire piece is again placed in the 
furnace and the copy is fused onto 
the previously finished background 
enamel. 

e Designs or copy of several addi- 
tional colors can be applied by re- 
peating the spraying, drying, brush- 
ing and firing cycle for each addi- 
tional color. In addition to the 
brushing system, porcelain enamels 
can be produced in almost any color 
or effect by the use of ceramic art, a 
highly-skilled operation using con- 
ventional air brushes, stencils, etc. 


>This description may make the 
porcelain enamel operation appeat 
quite simple. The process is simple— 
provided very rigid controls and 
check proceedings are followed to be 
sure that numerous hazards inher- 
ent in the working of glass at high 
temperatures are avoided. Grinding 
the frit, pickling room temperatures 
and solutions, burning times and 
temperatures, are but a few of the 
things that must be watched almost 
by the minute in a well-organized 
enamel shop to assure consistent, 
good quality work. 

Color uniformity in any ceramic 
operation can present a difficult 
problem to the manufacturer. When 
the coloring pigments, or oxides, are 
subjected to the high temperatures 
needed to fuse the glass, chemical 
changes take place. Some colors go 
into solution, some are finely dis- 
persed through the glass coating, and 
in some cases, a good share of the 
coloring oxide is lost in the firing 
process. Stability of the oxides and 
frits have a bearing on the uniform- 
ity of color in the finished sign parts. 

In any event, the process of pro- 
ducing colors in porcelain enamel 
will never be as simple as coating a 
series of pieces with paint. The re- 
sults quite possibly will never be as 
consistently uniform in color as will 
several pieces brushed with paint 
from the same can. It is definitely 
possible, however, to produce colors 
in porcelain enamel that are suffi- 
ciently uniform from piece to piece 
to be most acceptable, even where 
large areas and a great number of 
pieces are involved. 
> Years ago the average neon sign 
shop was an outgrowth of the sign 
painting business and many of the 
operators in these shops felt that to 
build a permanent sign was injurious 
to their sign maintenance business. 
However, the better operators have 
proven again and again that high 
quality, long life and low mainte- 
nance were preferred by the pur- 
chasers of signs and the jack-leg 
operators have had an increasingly 
dificult time surviving. Such a 


statement will be argued by many 
people in the sign industry, but the 





. . Typical of a wide variety of 
porcelain enamel signs used by Coca-Cola 
is this 20x28” panel. 


Popular ; 





Unusual Sign . . . This porcelain enamel 
trademark for Anheuser-Busch Inc. illus- 
trates a particularly effective use of the 
material. 


comparison of the size, type and 
soundness of electrical sign contrac- 
tors of today as compared to ten 
years ago is offered as proof of this 
point. 

A faded, illegible sign is often the 
identification of a shabbily run busi- 
ness. No self-respecting business- 
man would knowingly buy such a 
sign ... but many unwittingly do so. 
Porcelain enamel can be used for 
sign faces with the assurance that 
the colors will stay permanently as 
bright and as colorful as the day they 
were installed, and in the long run 
are a good investment. 

Porcelain enamel sign faces offer 
a premium product and there is rea- 
son for this on the basis of quality 
and long-term, good advertising for 
the buyer. However, many electri- 
cal sign contractors find that with 
today’s material, overhead and labor 
rates, there is very little difference 
between the cost of porcelain enamel 
faces and a good paint job. Results 
of such a comparison depend greatly 
upon the ability of the sign contrac- 
tor to accurately assemble his costs. 
Some sign contractors even figure 
porcelain as being cheaper than 
paint. In comparing them, much de- 
pends upon the type of paint job 
used. 


> Assembly of fine porcelain enamel 
faces is a simple, inexpensive job 
provided the metal fabrication and 
enameling are properly done. Of 
course, if holes are not correctly 
placed and do not match up, or pieces 
are badly warped in the enameling 
process, the assembly can not only be 
difficult, but sometimes impossible. 
It may easily be false economy to 
purchase faces or letters from a por- 
celain enamel company that does 
not specialize in the manufacture of 
these items. At current labor rates, 
a little extra time spent in assembly 
can soon offset a sizeable variation in 
the price of porcelain enamel faces. 
The cost of the completed sign is 
what counts. 
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GOA signs 


sell 


night and day! 


Channel letters—center lighted— 
deliver selling impact day and night 
in this ground level plant neon 
spectacular in Omaha, Nebraska. 

And GOA can do the same out- 
standing job for you in commercial 
and identification signs as in 24- 
sheet posters and painted bulletins. 


515 S. Loomis St., Chicago 7, Ill. 


Whether you need one sign or a 
thousand—for a complete job from 
design to installation to mainte- 
nance—the experience of the entire 
General Outdoor Advertising organ- 
ization is at your service. 

Call your nearby GOA branch 
office for full information or write: 


General Outdoor BNC h Comer y iat! ‘ore 
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LONELY? 


You won't be with the kind of re- 
sponse your sales message gets from 


Advertising Requirements 
the most responsive magazine in busi- 
ness publication history. 





VITRALUME SIGNS 


in Lifetime Porcelain Enamel 
Advertise — Identify 
any Size ... Shape... Colors 


PORCELAIN ENAMEL FINISHERS 
3221 W. 30th St. * Chicago 23, III. 
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* “ : 
ce quill y co de mieux 
ay point de vue vente en 
enseignes et réciames. 


* : ; 
Lo mejor en anuncios y 
exhibiciones que muestran 
el punto-de-venta, 


in any language... 


*the very best in point-of-sale 
& signs and displayers! 


#% +. 
é 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 2, OHIO 
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To put it another way, would 
you like to make your national 
advertising five times as effec- 
tive? Audited research proves 


that Artkraft* dealer signs do 

just that, for with their use five 
times as many know where to buy your 
product. Creating desire for your product is 
not enough. National advertising and dis- 
tribution without identification are sheer 
waste. Your program must include effective 
point-of-purchase signs. 


PORCELAIN NEON 
DEALER SIGNS 


assure lasting, trouble-free service. Audited 
research proves them 999/1000 perfect! 
Embossed by patented process right out of 
the steel background, Artkraft’s exclusive 
Porcel-M-Bos‘d letters are 75% more read- 
able. Patented Galv-Weld* frame construc- 
tion prevents rust (the enemy of porcelain) 
and prevents vibration (the enemy of tube 
life). 





THREE-DIMENSIONAL 
PLASTIC DEALER SIGNS 
Shadowless, glare-free interior cold cathode, 


fluorescent or incandescent lighting. Long 
distance visibility and legibility. 


Arntkraft* 
PORCEL-M-BOS‘D 


Neonized or Non-lIiluminated 
STORE FRONT SIGNS 


Mass production methods and unequalled 
facilities permit moderate prices. Artkraft* 
will design for quantity buyers, without obli- 
gation, a distinctive sign and develop a sign 
program that works. 


See Our Permanent Display 


“'6¥5* ADVERTISING DISPLAY CENTER 


* 58 Park Ave. New York, N. Y. 


(] Arthrafet’ sion co. | 


Division of Artkraft* Manufacturing Co. 
1169 E. Kibby Street Lima, Ohio 


Please send brochure on Artkraft* signs. 


| 
| 
| 
| 
| 
| Name | 
| 
| | 
| 
| 


Firm 
Street 
City & State 
* TRADEMARK REG. U.S. PAT. OFF 
IS sieieniaiahicteremmbiatntsenn anstatnemneneaitirtnteddcisien = 
. for more details circle 861, page 97 
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| in height and 234” 
| range from 70¢ to $43 each. 





One of the greatest handicaps to 
the sale of porcelain enamel is the 
time factor. In spite of the best serv- 
ice possible from enameling com- 
panies, it will probably always be 
possible to furnish painted signs 
more quickly. Few sales have been 


made, however, that have not been 
worked on hie weeks, months or 
years. 


Any outdoor sign is expected 
to last for many years. The buyer 
should understand the fallacy of 
suffering with poor results and high 
maintenance costs for many years in 
order to have a new sign a week or 
two sooner. 44 


Spanjer Wood Letters 
Cataloged in Folder 


Spanjer Bros. (Chicago) has just 
issued its 1954 catalog of raised 3-D 
wood letters, showing both round 
and flat-faced letters in a number of 
different styles, and illustrating ex- 
amples of Spanjer custom designed 
letters 


In “Guide to Better Signs,” a vari- 


| ety of unusual sign uses of the letters 


are shown, including some devised 


for well known advertisers. Sugges- 


tions for painting exterior wood let- 
ters are given and methods of fasten- 
ing the letters are listed. 

The round-faced letters are avail- 
able in eight styles, including Futura, 


| Gothic, Deep Ribbon and Egyptian, 


and the flat-faced in nine, including 
Futura, Gothic, Ribbon, Exotic and 
Kabel. Sizes in both styles range 
from 2” in height, 34” thick to 30” 
thick. Prices 


Special letters are offered in al- 
most any size and styles, separate or 
made up into a completed sign. The 
catalog shows six examples of ad- 
vertisers’ uses of special script let- 
ters. A total of 30 different types of 
signs using Spanjer letters are pic- 
tured in the booklet. 


For your copy circle No. 822 on the 
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Down Lighted .. . An unusual effect was 
created with the use of down lighting in 
this new plastic sign being distributed by 
Anheuser-Busch Inc. (St. Louis) to its dealers. 
The 37” x 73” outdoor sign is lighted with 
slimline fluorescent lamps. Five porthole 
Openings arranged along the bottom edge 
allow light to escape, creating the dramatic 
down lighting effect. The sign also features 
embossed white letters on a two-tone de- 
bossed background, which gives it a three- 
dimensional look. Neon Products Inc. (Lima, 
O.) produced the sign. 


Information Available 
On Whirl-A-Message Sign 


Details on “Whirl-A-Message,” an 
easy-to-install, movable, four-sided 
sign are being made available 
through the National Banner Co. 
(Dallas). 

The signs come in two sizes—10x24” 
and 10x48”—and have reflectorized 
letters so they may be read at night. 
Turning on ball bearings at each end, 
the signs move easily in a normal 
breeze. Construction is of 16, 20 and 
28-gauge steel, while a 34” steel rod 
runs completely through the sign to 
insure sturdiness. 

Whirl-A-Message comes in four 
colors—red, blue, green, yellow—and 
white. Stock plates carry wording 
like Used Cars, New Cars, Auto 
Loans, Fine Foods, $ Save $, Motel, 
etc., and it also is possible to have 
special wordings at $4 per plate. The 
large sign is listed at $48, the smaller 
one at $30. 

Additional details are available 
from National Banner Co. 


For your copy circle No. 823 on the 
Reader’s Service Card inside back cover 





PACIFIC OUTDOOR” 





Illusion of Flight . . 


. This Convair, Consolidated Vultee Aircraft Corp. 


(San Diego), 


cutout creates a 3-D illusion of flight. Used on a line of painted outdoor bulletins, the 
cutout has proved so successful that Convair is re-adapting the idea for a new series 


of bulletins. 


The bulletins have been set up in the ten top air-travel cities 
Outdoor Advertising Co. erected the sign. 


Pacific 





How to Produce 
Motion Pictures 


By Stanton Osgood 


Production Manager 
NBC Film Division 


With the sudden upsurge in use of 
syndicated film programs by adver- 
tisers and tv stations all over the 
country, it might be enlightening to 
study the production of motion pic- 
tures filmed expressly for television. 

In the first place, a motion picture 
produced for television showing is, 
basically, a motion picture in the 
general sense of the term. The films 
can be shown in theaters as well as 
on tv screens, but for legal reasons 
and practical considerations for the 
potential sponsor, this is seldom done. 

It has been estimated that there are 
26 solvent companies producing 44 tv 
film series in Hollywood and that 
over $50 million is invested in these 
properties. The production of motion 
pictures for television has become a 
big business. 


> Here in New York, the NBC Film 
Division has produced 39 episodes of 
“Inner Sanctum” for television use. 
You probably remember the well 
known radio series of the same name. 
When we began discussing the pro- 
duction of the series for tv, there 
were no hard and fast patterns to fol- 
low. Of course, some companies had 
been producing films for tv over a 
period of time, but there was no 
group of technicians available who 
had been basically schooled in this 


new art, because of the short time it 
was in existence. 

We decided, therefore, that we 
would form a production unit which 
would bring in talents from various 
forms of the entertainment world and 
establish our own precedents. And so 
we adapted techniques from movies, 
tv, and the stage, blending them to- 
gether to produce the kind of quality 
film show which we desired to re- 
lease for syndication. 

It cannot be denied that there is a 
great deal of similarity between film- 
ing motion pictures for television and 
filming them for theatrical presenta- 
tion. There are important differences, 
however, and one of these is the mat- 
ter of pacing the drama. On the ever- 
enlarging screen with the constant 
innovations in reproducing sounds, a 
director can hold his audience spell- 
bound or enraptured in a variety of 
ways, none of which would work in 
a half-hour drama. A director, in 
motion pictures for theatrical show- 
ing, can put a Marilyn Monroe on a 
golden palomino horse, have her ride 
slowly across the Painted Desert to 
the background music of David Rose 
and his string symphony, and he has 
three or four minutes where no actor 
other than the horse earns his hay. 
That cannot be done on television be- 
cause every three or four minutes 
represents an important part of story 
telling. 


> Spectacle, alone, is not enough to 
hold interest in a tv drama. This, of 


RADIO & TV PRODUCTION 


There are special problems 
involved in the production 
of films for tv. A top expert 
gives detailed suggestions 
for admen faced with this 
task. 


for TV 


The Author Stanton Osgood 


course, is not true in the case of va- 
riety shows which constantly and 
successfully use spectacular scenes in 
their production and get as many 
oohs and aahs from the audience as 
a movie would. But when you are 
working within the framework of 26 
minutes and have a complete story 
to unfold, every minute counts. 
Further than that, each tv show, 
except in the case of one-station mar- 
kets, has constant competition. Once 
a person has paid admission to a 
theater he will usually stay to the 
end, even if it’s a bad picture. If he 
does leave, the box office still has his 
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Inner Sanctum Set 





A complete new set is built for each episode in the ‘Inner 


Sanctum” television film series. A large crew of carpenters, painters and electricians 
is at work each week building sets like this one. 


money. But in tv, the admission price 
is an intangible—whether or not the 
viewer buys that box of breakfast 
cereal or buys a bar of soap, and if he 
does not stay around long enough to 
see and be impressed by the commer- 
cials, then it doesn’t matter how 
many people tuned in for the first five 
minutes and changed to another 
channel. Thus, the tv show must keep 
its audience constantly interested, or 
the viewer will turn his attention to 
other people in the room, pick up a 
magazine or switch to another sta- 
tion. 

The focal points of the senses—the 
screen and speaker of the tv set—are 
on a much smaller scale than they are 
in a theater. The show has to work 
hard to keep the attention of the au- 
dience. Good actors plus a writer and 
director well aware of the strict re- 
quirements for effective television 
showing must be employed to make 
a tv film story a success both dra- 
matically and technically. 


> A close look at the filming of “Inner 

Sanctum” will serve to point up some 
of the technical problems involved 
and the methods used to produce a 
film for television showing. 

The actual shooting of “Inner 
Sanctum” differs from the traditional 
motion picture style. In most cases, 
movies for theatrical showing are 
shot line-by-line; that is a short se- 
quence of dialogue is recorded on film 
and then the camera is set up in a 
different position to record the next 
activity. 

“Inner 


Sanctum,” for the most 
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part, is shot scene-by-scene in con- 
tinuity. This is made possible by use 
of the new “crab dolly,” a revolution- 
ary new camera mounting which of- 
fers a wide flexibility of movements. 
The old method of shooting, and one 
which prevails in most cases today, 
requires that tracks be laid for the 
camera. When all the shooting is 
done from that particular angle, then 
the tracks have to be picked up and 
laid elsewhere, a 
process. 


time-consuming 


> The “crab dolly” eliminates tracks. 
Four sets of double wheels with 
pneumatic tires, and a good steering 
device, gives the “crab dolly” all the 
maneuverability of a tv camera. 
Thus, the camera can move in for 
a close-up shot, then move off at a 
right angle to follow an actor’s prog- 
gress across the floor, dolly back for 
a long shot, and move off at a 90 
angle again to return to its original 
position. All of this can be done with- 
out any interruption of filming, and 
the scene is done just as smoothly as 
if the camera had been stopped sev- 
eral times and tracks relaid. 

The “crab dolly” requires one phy- 
sical set-up that is not used in Holly- 
wood. The floors are constructed of a 
hard-finish masonite similar to floors 
used on live tv sets. These differ from 
the pock-marked floors in Holly- 
wood, which can be used because the 
tracks smooth out the rough spots. 

The use of the “crab dolly” effects 
a major economy by eliminating al- 
most a full day of shooting each half- 
hour program. The quality of the 


drama is heightened because the ac- 
tors maintain a strong continuity of 
mood in the longer sustained per- 
formances. 


>Sets are constructed similarly to 
those in motion pictures: they are 
sturdily built and a strong realism is 
maintained. An apartment scene con- 
structed for filming could be lived in. 
This realism is required because in 
films the set may often be seen from 
many different angles. The set con- 
struction, then, must be comprehen- 
sive enough so that every single de- 
tail can stand exposure from any 
position and not lose its effectiveness. 

In some “live” tv programs, per- 
spective is created by shadows 
painted on canvas flats, following the 
traditions of conventional theater 
construction technique. But in films 
for tv, with the detail-conscious mo- 
tion picture camera, all three dimen- 
sions have to be considered. If there 
is to be molding on the wall, then it 
must be real molding. It is true that 
these sets cost more and are more un- 
wieldy than theater-type sets, but a 
quality product merits the extra 
trouble. 

One of the inconveniences of this 
type of set construction—that of bulk 
—is overcome on the “Inner Sanctum” 
set by building all walls and single 
units of a set on wheeled dollies. This 
makes it possible for two men to han- 
dle a large section. It also means that 
while one show is being shot in the 
studio, the sets for the next one can 
be constructed in another part of the 
building. When they are ready to be 
used, they are wheeled into position, 
jacked, and then require only final 
dressing. 


> Lighting a set to be filmed for tv 
requires a great amount of attention. 
First, the sets are “flat” or “fill” lit; 





The “Crab Dolly” .. . Hi Brown (left), 
‘Inner Sanctum’s’’ producer, explains the 
innovations of the ‘‘crab dolly’’ to Robert 


Sarnoff, NBC executive vice-president. 





that is, every part of the area to be 
framed in the tv screen is given light. 
But because of a peculiarity in the 
transmission of the image in televi- 
sion, the lower part of the screen re- 
quires additional “flat” light. 

This is overcome in part by using 
a special shade gradation which calls 
for certain blues and grays in the 
lower portion of any scene. In addi- 
tion, special lights called “flying 
saucers” are used to light even fur- 
ther those lower areas which need 
special attention. 

The director of “Inner Sanctum” 
feels that actors with theater back- 
ground and training are the best 
equipped to handle the parts in tv 
film series. Theatrically, they are 
probably the best trained and “Inner 
Sanctum” relies heavily on the actors 
to convey subtleties of mood in the 
scripts. Technically, their stage back- 
ground insures that they can learn 
several pages of background and de- 
liver sustained performances with- 
out interruption, thus allowing for 
longer continuous takes. 


> In contrast to the shooting of “Inner 

Sanctum,” which takes place, for the 
most part, indoors, is the filming of 
“Hopalong Cassidy,” which is an out- 
door series. Hoppy had made well 
over 50 Westerns for theatrical show- 
ing, so when he turned to making 
programs for exclusive tv showing 
he had to take certain factors into 
consideration. 

In shooting for the tv screen, it is 
impossible to utilize effectively the 
long shots which are used in movies. 
Many people still have 14 and 17” 
screens, and if a subject was shot at a 
distance of 100’ he probably wouldn’t 
be seen at all by the viewer. Today, a 
long shot for tv westerns is about 50’, 
which corresponds roughly to the 
medium shot of the movies. The con- 
centration in shooting the “Hopalong 
Cassidy” pictures is on mediums and 
close-ups. 

A matter which means little to pro- 
grams which are shot in a studio, but 
is of paramount importance to out- 
door series, is the weather. The 
“Hopalong Cassidy” programs are 
shot in three days, per half-hour epi- 
sode. If the weather stops shooting 
for even one day, the whole schedule 
is upset. With a motion picture and 
the four or five week shooting sched- 
ules, bad weather outside just means 
that indoor shots will be shot that 
day, and the outdoor shooting will be 
done at another time. With “Hoppy” 
it means major revision of the shoot- 
ing plans. 


> Lighting is handled, largely, by na- 
ture. Reflectors (to catch the light of 
the sun) are sometimes used to key 
up faces, but electric lights are sel- 
dom required. 


The story treatment of “Hopalong 
Cassidy” differs from most other 
Western shows. Hoppy insists that 
his stories be believable. There is no 
vaulting over horses, dropping six 
Indians with one bullet or quailing 
eight desperate gunmen with one 
terse bark. Hoppy strives for realism. 
And he also strives for a minimum of 
violence. 

As in the “Inner Sanctum” series, 
the pacing of the drama is different 
from the movies. There are only 26 
minutes to tell a complete story, and 
the story has to be complete and final. 
Thus the situation is set right at the 
beginning and the rest of the pro- 
gram is devoted to resolving the sit- 
uation. It is a simple story of cause 
and effect. There is no time for sub- 
plots or deviations from the main 
story line in 26 minutes. 

As a rule of thumb, the “Hopalong 
Cassidy” shows use only six actors. 
The producer feels that there is not 
enough time to introduce any more 
and make them “come alive” for the 
viewer. 


>The production of motion pictures 
for tv offers many advantages not 
found in live shows. There is almost 
unlimited maneuverability of locale; 
scenes can be staged indoors, out- 
doors, under water, on the top of 
mountains, or any other place that 
the script calls for. 

Filming eliminates fluffs and ad 
libs that are in bad taste. With a good 
script and the high degree of techni- 
cal perfection now obtainable from 
good production companies, tv films 
offer excellent entertainment for the 
television audience. 44 


It's Not the Picture — 
It's the Yackety - Yak 


It’s the yackety-yak that makes 
most tv commercials boring and 
repetitious, according to Robert V. 
Brown, director of sales service, Cas- 
cade Pictures of California. 

Mr. Brown told the Hollywood Ad- 
vertising Club that most tv advertis- 
ers “destroy the almost limitless pic- 
torial possibilities the tv medium 
affords” because they are still “influ- 
enced by “commercial radio’s wor- 
ship of words.” 

He suggested that tv commercials 
could be corrected by making use of 
the movie industry’s knowledge of 
visual techniques. Because motion 
pictures started with silent action and 
then added sound, the industry had 
the opportunity to perfect methods 
of pictorial presentation, Mr. Brown 
pointed out. 

“Most producers of filmed televi- 
sion commercials can help advertis- 
ers to create better visual sales 
messages,” he said. 44 





PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 


Given up on prepared frisket. products? 
Here’s one that_ really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine €E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


. for more details circle 865, page 97 


(lye 


' 
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Veritone Company 
2701 LEHMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 


. for more details circle 952, page 97 
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All Set 





Cameraman adjusts the camera for the telecast interview. Representing 


the Sioux Falls movie theater and tv station are (left to right) : Bill Wigginton, news 
director of KELO-TV; Joe Floyd, president of KELO-TV, and Stan Goodman, theater 


manager 


Theater Uses Televised Celebrity Interview 
To Ballyhoo Opening of New Motion Picture 


By Clifford Gill 
Director 
Clifford Gill Agency 
Beverly Hills, Cal. 


Recently a far-away client, Joe 
Floyd, president of KELO-TV 
(Sioux Falls, S. D.), phoned us to 
say that a first run theater of that 
city wished an “out of this world 
angle with a Hollywood gimmick” 
by way of launching a new movie 
attraction. Mr. Floyd and the thea- 





The Celebrity .. . The producer of ‘’Riot 
in Cell Block 11,’ 
interviewed by phone on the tv show. 


‘ Walter Wanger, was 
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ter’s manager, Stanley Goodman, 
generously gave us six full days to 
conceive and execute the idea. 

The picture to be so “hypoed” in 
Sioux Falls was Walter Wanger’s 
“Riot in Cell Block 11,” which the 
colorful Hollywood producer had 
made for Allied Artists studios. With 
John Flinn, director of advertising 
and publicity for the studio, we 
called on Mr. Wanger and cooed into 
his receptive ears one of the oldest 
standby’s in theatrical promotion 
the long distance telephone inter- 
view between newspaper reporter 
and celebrity. 

Only now, however, our account 
happened to be a tv station, and its 
account a movie house. So that’s 
where the face-lifting of a familiar 
publicity stunt began. Into Mr. Wan- 
ger’s still receptive ears we ex- 
plained that this time the reporter 
interviewing him from a distant city 
would be a television newscaster, 
and the newscaster would be sitting 
in the office of the theater where 
“Riot” was to play. 


> Planning for the special event pro- 
gram necessarily had to be furiously 
fast, due to the few remaining days 
before the playing date, but it also 
had to be equally thorough. We shot 
silent footage of Walter Wanger 


seated at his desk in Hollywood, the 
camera angles being so mapped as 
to eliminate the necessity of lip sync 
when these scenes, flown to Sioux 
Falls, were used as video background 
to Wanger’s voice. 

Mr. Floyd dispatched a camera 
crew from KELO to Sioux Falls’ 
Hollywood theater. From the man- 
ager’s office of that showhouse at the 
stroke of noon on a day a bit blus- 
tery in Sioux Falls but balmy in Cal- 
ifornia, the chief of KELO’s news 
staff, Bill Wigginton, placed a phone 
call to Walter Wanger at the Allied 
Artists studio. 

And thus was born one of the first 
long-distance celebrity interviews 
via a tv channel. The conversation 
that ensued, between newsman Wig- 
ginton, station president Floyd and 
theater manager Goodman at one 
end, and producer Walter Wanger at 
the other, some 2,000 miles away, 
was lively, informative and, to quote 
Mr. Floyd, “the kind of special 
events material that does both the 
station and the advertiser a whale of 
a lot of good.” 


>The filmed interview, with dialog 
footage of the interviewing group at 
the theater and silent footage of 
Wanger augmented by scene clips 
from the production, was telecast the 
following day, coincident with the 
opening of the attraction at the the- 
ater. It was given considerable ad- 
vance ballyhoo as a special service 
telecast. 

We refrained from passing on this 
modern day “rewrite” of a tradi- 
tionally sure-fire exploitation device 
until the boxoffice take on “Riot in 
Cell Block 11” had been counted. Its 
engagement in Sioux Falls was ex- 
traordinarily successful. Allied Art- 
ists has asked us to reconstruct this 
interview format for its next Wanger 
spectacle, “The Adventures of Hajji 
Baba,” but this time on a nationwide 
basis. a4 


“Boy, am I happy! This is the last day I 
have to demonstrate this blasted pan- 


cake commercial!"’ 














PAPER 


for your money 


Knowing paper packing details can make a lot 
of difference in the final cost of a job. 


By Charles V. Morris 
Henry Lindenmeyr and Sons 
Division of Hubbs Corp 
New York 


When your printer suggests that 
you increase your print order from 
so-and-so-many copies to thus-and- 
so-many copies, he is prompted by a 
number of economic considerations. 

Important among these is the man- 
ner in which paper is packed. That 
is, the number of sheets to a package, 
to a carton, or a case. Equally im- 
portant are the units by which paper 
is sold. 

Of course, your printer will be 
guided also by his shop’s mechani- 
cal limitations or special press facili- 
ties. But for this discussion in AR, 
we'll talk about paper. 


> Seasoned printers are weaned on 
paper-packing methods and paper- 
pricing practices. They employ the 
knowledge to their advantages and 
to their customers’. 

So ... when your printer quotes 
on your print order as requested, but 
adds the information that you can 
have “so-and-so-many additional 
copies for only so-little more,” very 
likely paper-packing or paper-pric- 
ing played its best hand. 

You may, or may not know, that 
your printer can save money for you 
—and furnish you with additional 
copies of your booklet at slight extra 
cost by increasing the amount of 
cover paper from the 380 pounds 
needed to 500 pounds, at which point 
a price-advantage is enjoyed. Then, 
if the text pages of your booklet total 


1,800 pounds of paper, your printer 
will suggest that you increase the 
“run” so your order can reflect the 
benefit of his purchasing the equiva- 
lent of 16 cartons—that’s the next 
better buying unit, approximately 
2,000 pounds. 


> Whether you order booklets, fold- 
ers, announcements, broadsides, en- 
velope enclosures, or any other ad- 
vertising or sales promotion tool, 
identical paper-buying facts hold 
true. There are savings to be gained 
by thorough knowledge of paper- 
packing practices. 

Accompanying this article is a 
table showing how all regular classi- 
fications of printing paper are sold. 
Examination reveals that only a few 
of the more than 30 classifications 
are identically packed. Your print- 
er’s expert application of this infor- 
mation works to your advantage 
every time you place an order with 
him. 

Today, paper-packing knowledge 
is more important to the printer than 
ever before. Because few, if any, 
paper mills manufacturing ‘“equiva- 
lent” grades pack them identically. 

Some manufacturers pack 250 
sheets of cover paper to a_ unit. 
Others may pack similar grades— 
quality, size, weight and finish, that 
is—in units of 125 sheets, or of 100 
sheets. 

Some manufacturers of offset may 
pack size 25x38” sixty-pound in car- 
tons containing 1,250 sheets. A com- 
petitor may pack the identical item 
in 1,000-sheet cartons. 


> Now, if your print order for a fold- 
er calls for 3,350 sheets of 25x38”, 
120M, white “A” offset, it pays your 
printer to order four cartons, or 4,000 
sheets, for the job. The four-carton 
unit is a point in the scale of paper 
merchants’ price lists. You can’t be 
expected to know that one manufac- 
turer packs his paper in 1,000-sheet 
cartons and another in 1,250-sheet 
cartons. But your printer knows the 
difference and puts that knowledge 
to work. 

These figures based on a 25x38”, 
120M stock and reduced to a score 
card might interest you: 


Price 
Sheets Tonnage Per Cwt. Total 
4,000 sheets 480 Ibs. $20.00 $96.00 
3,350 sheets 390 Ibs. 23.85 95.88 
5,000 sheets 600 Ibs. 20.00 120.00 








25 Sheets Sealed 
25 Sheets Marked 
50 Sheets Marked 
| 100 Sheets Sealed 
100 Sheets Marked 
125 Sheets Sealed 
250 Sheets Sealed 
250 Sheets Marked 
Ream Sealed 
Ream Marked 
1M Sheets Sealed 
16 Ctns. 
Skids 
Skids 
Skids 


5M Ibs 
10M Ibs. 
36M Ibs 


Sulphite Bond #1 and #2 
“ ” #4 | 
Rag Bond 
Sulphite Ledger #1 and #2 
= oF, #4 | 
Packages containing more 
than 48 pounds 


Rag Ledger 


Packages containing more | 
than 48 pounds 


Mimeo #1 and #2 | 
ie #4 

Duplicator #1 and #2 
a #4 


Manifold 
Onion Skin 
Safety 


Packages containing more | 
than 56 pounds 


Writing 


Packages containing more 
than 56 pounds 


Vellum 
Opaque 
Sulphite Index 
Sulphate Index 
Rag Index 
Uncoated Bristol 
Coated Bristol 
Uncoated Postcard 
Coated Postcard 
Translucent 
Jute Tag, White Tag 
Sulphate Tag 
Blanks single size 3-4 ply 
" ” S 5-10 ply | 
12-14 ply | 
double size 3-4 ply | 
” 5-14 ply | 


Blotting 
Gummed 
Coated Book 
Uncoated Book 
Offset 

Bible 


Antique Cover 
20x26, 23x35-50, 65-Ib 


26x40- 50-Ib 
26x40- 65-|b. 
35x46-50, 65-lb. 
20x26- 80-Ib. 
23x35- 80-Ib 
26x40- 80-lb. 
35x46- 80-Ib. | 
26x40- 100-lb. 

‘ 20x26, 23x35-DT | 

“ 26x40-DT 

- 35x46-DT 

Coated Cover 

Fancy and Embossed Cover 

Text 

Text-Cover | e x 


* 
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References: A - Springhill; B - Lusterkote; C - Esopus; D - Jersey Cover, Daily Sales Cover, Hammermill Cover; E - Mohawk Vellum 
Cover; F - Hamilton Vellum Cover; G - Unscaled. 


Copyright 1954—Henry Lindenmeyr G Sons 
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Chart for Paper Buyers . This copy- 
righted table identifying methods of 
packaging various classifications of print- 
ing papers is adapted from ‘’The Work- 
book for Paper Buyers,’’ published by 
Henry Lindenmeyr and Sons, division of 
the Hubbs Corp. 

























In this case, 4,000 sheets cost 12¢ 
more than 3,350 sheets. Imagine buy- 
ing 650 25x38”, sixty-pound sheets 
of a good offset paper for 12¢. For 
only pennies more—the cost of press 
run and binding—you enjoy a desir- 
able number of additional copies of 
your folder. 

> One printer has reduced this kind 
of information to chart form, and he 
equips his estimators and salesmen 
with facts like these: 

Tabulation Showing When To 

Increase Size of Small Orders 











Bond Paper 


Three-fourths of a ream would cost approximately the 
same as a ream; 2/3 carton would cost approximately the 
same as a carton. 





Examples 
375 shts. 17x22-40M 
White ‘A’ Bond 15 Ibs. @ $54.50 cwt. — $ 8.18 




















500 shts. Same 20 «Ibs. @ 39.50 cwt. 7.90 
2000 shts. Same 80 Ibs. @ 39.50 cwt. 31.60 
3000 shts. (1 ctn.) 

Same 120 Ibs. @ 24.50 cwt. 29.40 


1335 shts. 22x34-64M 

White A’ Bond 85.44 lbs. @ 40.55 cwt. 34.65 
2000 shts. (1 ctn.) 
Same 


128 Ibs. @ 25.55 cwt. 32.70 








Index and Bristols 


Three-fourths of a package would cost approximately 
the same as a package; 6/10 carton would cost approxi- 
mately the same as one carton. 





Examples 


75 shts. 201212434-144M 

White ‘‘A’’ Bristol 10.8 Ibs. @ $56.15 — $ 6.06 
100 shts. Same 14.4 Ibs. @ 41.15 5.93 
635 shts. Same 91.44 lbs. @ 41.15 37.62 


1000 shts. (1 ctn.) Same 144 «Ibs. @ 26.15 37.66 


Book Paper 


Three-fourths of a ream would cost approximately the 
same as a ream; 100 Ibs. of paper would cost approxi- 
mately the same as 150 Ibs.; 490 Ibs. of paper would cost 
approximately the same as one case. 


Examples 


375 shts. 25x38-140M 
White ‘'B’’ Offset 


Enamel 52.5 ibs. @ $59.50 cwt. — $ 31.24 
500 shts. Same 70 «Ibs. @ 44.50 cwt. 31.15 
715 shts. Same 100.1 Ibs. @ 44.50 cwt. 44.54 
1075 shts. Same 150.5 Ibs. @ 29.50 cwt. 44.40 


2110 shts. 35145-232M 
White ‘’B’’ Offset 
Enamel 489.52 Ibs. @ 29.50 cwt. 144.41 

2500 shts. Same 580 Ibs. @ 24.90 cwt. — 144.42 

(Note: The contents of these tables are extended 
through ton quantities.) 





>This knowledge is good business; 
good business for you, because it 
helps you stretch your printing dol- 
lars; and good business for your 
printer because he proves he is a 
partner in your buying. 

There are so many facets to this 
subject, space forbids more than 
urging you to probe for the many 
benefits to be gained by acquainting 
yourself with up-to-date paper- 
packing methods. The accompany- 
ing chart is simple to understand, 
and well worth the study, because it 


carefully spells-out packing prac- 
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LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
| HAWAII 
j Honolulu 
WASHINGTON 
UTAH 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


TEXAS 
SOUTH DAKOTA 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 
OKLAHOMA 
OHIO 

Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 


John Leslie Paper Company 


Dayton 
Cleveland 
NORTH DAKOTA 
NORTH CAROLINA 
Charlotte 
Raleigh 
NEW YORK 
New York City 


Charlotte Paper Company 
Raleigh Paper Company 


Eagle Supply Company 
Henry Lindenmeyr & Sons 
NEW MEXICO Carpenter Paper Company 
NEW JERSEY 
Newark J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Kansas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 
Detroit Butler Paper Company 

LaSaitie Sign & Artist Supply Co 

Lewis Artist Supply 

Flint Paint & Varnish Company 

Quimby-Walstrom Paper Co. 


Flint 

Grond Rapids 
MASSACHUSETTS 

Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 


Carpenter Paper Company 


Springfield 
Worcester 
1OWA 
INDIANA 
Indianapolis Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 
Chicago Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


IDAHO 
GEORGIA 


Macon 
Savannah 
FLORIDA 
Jacksonville 
Miami 
Orlando 


Macon Paper Company 
Atlantic Paper Company 


Jacksonville Paper Company 
Everglade Paper Company 
Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 

Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 


COLORADO 
CALIFORNIA 


ARIZONA 


ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept. 6R 830 Isabella St. ¢ Oakland 7, Calif. 


Manufacturers of VELVA-GLO Fluorescent 
Papers * Cardboards * Signcloth * Brushing 
and Spraying Colors * Silk Screen Colors 
45 * Trademark reg. 
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Chart B 


Johnnie Byron’s Scorecard 


Grade 
Coated Cover 
Coated Bristol 
Coated Bristol 


Sheets 
11M 
11M 
10M 


Caliper 
.010 20 
.010 20 


tices— unit - by -unit and paper -by - 
paper. 


> Johnnie Byron—he’s production 
man at a Manhattan agency—tells 
about an experience that taught him 
the value of knowing how paper is 
packed. Johnnie had selected a 
20x26”, 100-pound coated cover pa- 
per for a promotion piece. But, when 
it was time to place the order with 
the printer, the paper wasn’t avail- 
able; wouldn’t be available in time 
to meet the publishing deadline. 

Johnnie recalls shopping for other 
20x26”, 100-pound papers, but with- 
out avail. 

Johnnie’s order called for 11,000 
sheets 20x26”, 200M—a 10-point 
stock. That’s 2,200 pounds of an item 
usually considered “stock.” With no 
other recourse, Johnnie thought, he 
was prepared to order 11,000 sheets 
of 2244x2812”, 10-point coated bris- 
tol. He was prepared to pay for the 
difference between size 20x26” and 
size 22145x28%”. And, he was pre- 
pared to pay a higher price per 
pound in order to meet the impor- 
tant deadline. The additional paper 
and the additional cost added-up to 
25% more than Johnnie had esti- 
mated for the paper. 


>But Sid Ropp, printer, saved the 
day and the $$$$ for Johnnie. 

Making a long story short, Sid 
suggested that Johnnie order the 10- 
point coated bristol in size 20x26”. 
Because, he said, the same manufac- 
turer would accept a special making 
order of the coated bristol in the 
2,200-pound lot without charging the 
customary penalty. Johnnie argued, 
he says, that Sid was wrong; that the 
mill wouldn’t make less than 5,000 
pounds. But Sid proved his point by 
showing a paper merchant’s list with 
this statement about the coated bris- 
tol under discussion: “Minimum or- 
der special size without penalty, 
2,009 pounds one item, providing 
size is 17x22” or equivalent.” 

Johnnie went to press—Sid’s press 
—on time. 

Why, you ask, could Johnnie buy 
the coated bristol for delivery on 
time when he couldn’t obtain the 
coated cover? Simply because the 
mill that made the coated bristol was 
running the grade when Sid’s mer- 
chant inquired. The coated cover 
paper wasn’t scheduled to be made 
until long after Johnnie’s deadline. 


Size and Weight 


x26 
x26 


010 22%2x28%2-240M 


Cost 
Tonnage PerM Total 


2,200# $46.00 $506.00 
2,145# 45.00 495.00 
2,6004+ 56.50 621.50 


-200M 
-195M 


> You might like to examine a score 
card of the facts as Johnnie prepared 
it (see Chart B). 

We mention Johnnie’s story be- 
cause it illustrates the close relation- 
ship of pricing practices and units of 
sale. 

As you and Johnnie know, most 
paper manufacturers consider 5,000 
pounds a normal special-making 
unit-of-sale. For book papers, or 
offset papers, or litho coated label 
papers, 5,000 pounds is the minimum 
quantity of a special size without 
paying an upcharge. 

But, for coated bristol, made by 
the mill that rescued Johnnie from 
his dilemma, 2,000 pounds is the min- 
imum quantity without the custom- 
ary “penalty” of 10%. 


>There are other grades, too—index 
bristol, printing bristol, cover paper 
and text papers among them—that 
can be made to special order with- 
out penalty in 2,000 pound lots. How- 
ever, because not every mill manu- 
facturing these grades follows iden- 
tical merchandising and selling prac- 
tices, each paper must be considered 
on its own merits. 

And that’s where your printer 
comes in. It’s his business to know 
which paper manufacturers offer 
these special manufacturing priv- 
ileges. 

So, to get the most paper for your 
money, and to get a little extra from 
your printing dollar, trust your 
printer to represent your paper mer- 
chant friends as they would repre- 
sent themselves. 44 


“Better take Sam off fluorescent papers 
for a few days!” 





Keeping pace with a world-wide market 


Each day our land, sea and air carriers supply America’s 
needs and distribute her products across the world. For the 
millions of schedules and information bulletins, vital to this 
complex effort, Oxford produces a variety of serviceable, 
easy-printing grades. And, for these carriers’ colorful pas- 
senger promotions, Oxford supplies the fine quality papers 
which help depict the pleasures of travel. In each case, 
Oxford Papers are proving fit foundation for pages that 
sell... let them help you. 


Papers 
—Hilp Build Gallos 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N.Y. ¢ OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Il. 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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Oscar for Selling . . . This smal! metal 
statuette trophy for Detroit's ‘star salesmen 
was designed by the creator of the Holly- 
wood Oscar. It portrays a standing man 
n modern lines and is mounted on a walnut 
base holding a metal plate for inscription 
of the winner's name. The annual 
to honor 


contest 
salesmen for out- 
standing selling achievements is sponsored 
by the Detroit Sales Executive Club. 


Detroit area 
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Portfolio Features Tips, 
Samples of Letterheads 


Eight examples of different types 
of letterheads, a checklist for testing 
“letterhead efficiency” and a list of 
services are featured in R.O.H. Hill 
Inc.’s file folder, “Letterhead Logic.” 

The checklist suggests 12 elements 
to check in determining the effec- 
tiveness of a letterhead: 


Psychological impression 
Essential information 
Appropriateness of design 
Suitability for intended use 
Proper balance 

Choice of lettering 

Ease of readability 
Correct use of color 
Attention value 
Advertising value 

Sales appeal 

Physical characteristics. 


The eight sample designs are: 1. 
Engraved letterhead for Lord & 
Burnham, greenhouse designers. The 
design, printed in two shades of 
green, features stylized company 
name and a picture of a greenhouse. 
2. Engraved letterhead for C. S. 
Hammond & Co., map publishers. 
This design features a symbolic map 
drawing and is printed in two shades 
of brown. 3. Engraved letterhead for 
Audograph Co., electronic equipment 


manufacturer. A detailed picture of 
a product and two shades of blue 
highlight this sample. 4. Engraved 
letterhead for Estate Security Co., 
estate and business analyst. Formal 
black lettering, well-arranged, is 
used in this good example of a con- 
servatively designed letterhead. 5. 
Lithographed, two-color letterhead 
for the OK Trucking Co. The OK in 
the company’s name is reproduced 
on the letterhead in the same style 
as it is used on the company’s trucks. 
The letterhead also utilizes a picture 
of one of the trucks. The colors are 
orange, gray and black. 

6. Lithographed, one-color letter- 
head for Baker Refrigeration Corp. 
This letterhead dramatizes the com- 
pany name by means of a display ar- 
rangement of type and the use of 
rules. The color is blue and no illus- 
tration is used. 


7. Lithographed letterhead in one- 
color for Standard Gage Co. In gray 
and black, the company’s trademark 
is used as the center of attention in 
this design. 


8. Lithographed, two-color letter- 
head for Tung Oil Products. Bright 
yellow and green, and a picture of 
the product can are featured on this 
effective letterhead. 


For your copy circle No. 824 on the 
Reader's Service Card inside back cover 





ALBANY, N. Y. 
W.H. Smith Paper Co. 
BALTIMORE, MD. 
The Paper Supply Co. 
BETHLEHEM, PA. 
Wilcox-Walter-Furlong 
Paper Co. of Bethlehem 
BIRMINGHAM, ALA. 
Sloan Paper Co. 
BOSTON, MASS. 
Henry Lindenmeyr & Sons 
Stevens-Nelson, Hobson 
Miller, Inc. 
BUFFALO, N. Y. 
Hubbs & Howe Company 
CANTON, OHIO 
Herrington Paper Co. 
CHARLOTTE, N. C. 
Caskie Paper Co., Inc. 
CHICAGO, ILL. 
Bradner Smith & Co. 
Chicago Paper Company 
Moser Paper Co. 
Reliable Paper Co. 


CINCINNATI, O. 
Merchants Paper Co. 
CLEVELAND, OHIO 
Petrequin Paper Co. 
COLUMBUS, OHIO 
Sterling Paper Company 
DAYTON, OHIO 
Cincinnati Cordage & 
Paper Company 
DETROIT, MICH. 
Seaman-Patrick Paper Co. 
HARTFORD, CONN. 
Henry Lindenmeyr & Sons 
HOLYOKE, MASS. 
Plymouth Paper Company 
HOUSTON, TEXAS 
L. S. Bosworth Company 


INDIANAPOLIS, IND. 
Indiana Paper Co., Inc. 
KANSAS CITY, MO. 
Wertgame Paper Co. 
LOS ANGELES, CALIF. 
Ingram Paper Company 
LOUISVILLE, KY. 
Rowland Paper Company 
LYNCHBURG, VA. 

Caskie Paper Co., Inc. 
MADISON, WIS. 

Moser Paper Co. 
MILWAUKEE, WIS. 
Dwight Brothers Paner Co. 
MINNEAPOLIS, MINN. 
C. J. Duffey Paper Co. 
NASHVILLE, TENN. 
Clements Paper Company 
Rowland Paper Co. 
NEWARK, N. J. 


Forest Paper Corp. of N. J. 


Lathrop Vandewater 
Paper Co., Inc. 
Henry Lindenmeyr & Sons 


PHILADELPHIA, PA. 
A. Hartung & Company 
The J. L. N. Smythe Co. 
Wilcox-Walter-Furlong 
Paper Company 
PITTSBURGH, PA. 
General Paper Corp. 
PROVIDENCE, R. I. 
Providence Paper Co. 
READING, PA. 
J. L. N. Smythe Co. 
RICHMOND, VA. 
B. W. Wilson Paper Co. 
ROCHESTER, N. Y. 
Hubbs & Howe Company 
ROCK ISLAND, ILL. 
C. J. Duffey Paper Co. 
ST. LOUIS, MO. 
Graham Paper Company 
Tobey Fine Papers, Inc. 
ST. PAUL, MINN. 
C. J. Duffey Paper Co. 





NEW HAVEN, CONN. 
Henry Lindenmeyr & Sons 
NEW YORK CITY 
The Canfield Paper Co. 
Capital Paper Co., Inc. 
Forest Paper Co., Inc. 
Hillcrest Paper Company 
Lathrop Vandewater 
Paper Co., Inc. 
Henry Lindenmeyr & Sons 
Marquardt & Company 


Miller & Wright Paper Co. 


The Stevens-Nelson 
Paper Corporation 
The Whitaker Paper Co. 
Whitehead & Alliger 
Company, Inc. 
Willmann Paper Co. 


SAN FRANCISCO, CAL. 
Wilson-Rich Paper Co. 
TAMPA, FLA. 
Graham-Jones 

Paper Company 
TOLEDO, OHIO 
Cannon Paper Co. 
WASHINGTON, D. C. 
Frank Parsons 

Paper Company 
WICHITA, KAN. 
Graham Paper Co. 
WILMINGTON, DEL. 
The Paper Supply Co. 
Whiting-Patterson 

Company, Inc. 


CURTIS PAPER COMPANY 


NEWARK, DELAWARE 
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BASEBALL 





By Darrell Ward 


Topeka, Kan., is a typical midwest- 
ern town of 100,000, sometimes re- 
ferred to as an easy-going, non- 
aggressive business center — when 
compared with the vigorous promo- 
tion activities often taken for granted 
in larger metropolitan centers. 

Advertising media in this self- 
satisfied capital city, both press and 
radio, must be alert to the smallest 
opportunity for selling space or time. 
Even announcers take time out from 
their microphones to pound the pave- 
ment for sponsors. 

Every promotion man looks as- 
kance toward the annual summer 
slump when merchants drop space by 
the inch and cancel air time by the 
hour. Advertising, in fact, hibernates 
during the summer in Topeka. 


> But last summer was different. An 
undercurrent of excitement pre- 
vailed in many business establish- 
ments, in the ball park, and on the 
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A Three-Way 


Combination 


Helps Topeka 


Beat the 


Summer Slump 


A Topeka radio station came up with an effective 
method for combating ‘‘the summer slump.” A com- 
bination of coupons, premiums and auctions at 
baseball games put new life in summer business. 


air. Consumers all over town pur- 
chased merchandise they might have 
bought months later. Some mer- 
chants reported thousands of dollars 
worth of sales above the norm of the 
July-August dip on their charts. This 
radical change in affairs was tied in 
with baseball and pleasure-seeking 
customers who helped break all rec- 
ords for attendance at the home 
games. 

The promotion scheme which 
caused all the new excitement was 
originated by a sports announcer, 
Paul Roscoe, then connected with ra- 
dio station KJAY. Only merchants 
who sponsored baseball broadcasts 
were eligible for participation, but 
these merchants later concluded that 
the requirements for eligibility were 
far less expensive than any other 
means they could have employed for 
reaching the audience they did. Gate 
receipts at the ball park showed an 
all-time record of 114,715 paid ad- 
missions for the season, 45,000 more 
than any other club in the same class 
“C” league, and 35,000 more than the 
previous year. 

Increased attendance at the games, 
and heavier participation in spon- 
sored broadcasts, resulted from a 
scheme which revolved around an- 
other popular activity in Topeka, 
auctioneering. Topeka people are ac- 





customed to this intriguing form of 
selling because of auctioneers 
schools and other auction houses in 
the city. Increased interest in base- 
ball, heavier participation by mer- 
chants, increased billing for air time, 
and a shot in the arm for summer 
sales, all in one grand gesture, be- 
came a natural when baseball, auc- 
tion and a new twist on premium 
coupon selling were tied together in 
one package. 


> Auctions were held right out in 
front of the grandstand at intervals 
during “auction night” games. Mer- 
chandise valued at $25 or more was 
put up for auction by sponsoring 
merchants. Currency used by bid- 
ders was play money obtained from 
sponsoring merchants when custom- 
ers made purchases, the same as or- 
dinary premium coupons. 

Each participating merchant was 
given $1,000 of the fake money for 
each $1 spent for air time. He, in turn, 
paid out $10 for each $1 purchased by 
customers at his store. This 100:1 ra- 
tio of conversion made an attractive 
return for the merchant on his ad- 
vertising dollar. 
50-word 
announcements during games and 
100-word announcements on auction 
programs broadcast at various sched- 


Sponsors were allowed 
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Here’s Something Really “Hot” 


NEW! 
Mystifying! 
Fascinating! 









VY, ACTUAL SIZE ( 


MAGIC Gy 


Miniature 
SMOKETTES 


Gets instant, profitable attention for 
advertiser as give-away or direct mail 
piece. Arouses terrific curiosity. 
When lighted, tiny cigarette in clown's 
mouth actually emits life-like puffs of 
smoke. Stand-up cards properly 
punched for inserting Smokettes avail- 
able for many different businesses or 
we can design special cards for large 
quantity orders. Clown card shown 
here in actual size. 
WRITE FOR SAMPLES AND PRICES 


PREMIUM SPECIALTIES 


Exclusive Manufacturers 
21 W. ILLINOIS ST., CHICAGO 10, ILL. 
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Free... Clyde Bedell’s 
NEW HANDBOOK 


“Looking At the Retail Ads,” a weekly 
feature in Advertising Age, is written by 
Clyde Bedell, former advertising manager 
of Marshall Field’s. His articles are typi- 
cal of the IDEA-STIMULATORS that 
jam-pack the pages of AA every week. 
For a mere $3 you may have Mr. Bedell’s 
Handbook FREE .. . with a whole year 
—52 issues—of The National Newspaper 
of Marketing. The coupon below guar- 
antees your satisfaction. 





MAIL 
COUPON 
TODAY 





Advertising Age | 
200 E. Illinois St. | 
Chicago 11, Illinois | 

| 


Please enter my l-year (52 issues) sub- 

scription at your regular $3 price with a 

money-back guarantee of satisfaction, and | 

| send to me free and postpaid Clyde Bedell’s | 

, Sees handbook, PUTTING RETAIL 
SALESMANSHIP INTO NATIONAL AD- | 

| VERTISING. 

Name Title 

Business 


Firm 


ae 


Address 


State ° 
[] $3 enclosed Bill Firm Bill Me 


La ce ene-aennenncenecenenmmpenioaasesmenn-enmresecin <a 


| 
| 
| Home 
| 
| 


| 
| 
| 
| 
i, —_ | 
| 
| 
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Planning Session . . 





. KJAY station manager Norwood Patterson (left), Mary Alice 


Passman and sports announcer Paul Roscoe discuss details of the successful Topeka 
baseball auction. Display materials and stacks of the paper money used in the promotion 


are in the background. 


uled hours of the day. An advertiser 
could purchase from one to seven 
games weekly and one or more an- 
nouncements during a game. 

Air time was charged at the rate 
of $10 a week for one 50-word and 
one 100-word announcements, with 
a minimum billing of $40 prior to the 
auction night. Six-time weekly con- 
tracts were quoted at $30 and ten- 
time contracts at $50. 

Additionally, sponsors’ names, ad- 
dresses and merchandise offered at 
auction were mentioned every day 
on the scheduled programs and over 
the PA system at regular ball games. 
Merchants were required to display 
auction merchandise throughout the 
entire period of the promotion. A 
minimum value of $25 was stipulated 
for each item. 


> Two auctions were held during the 
season, one in mid-summer and an- 
other at the last home game on Sep- 
tember 2. The first auction was a 
“feeler” which aroused heated inter- 
est from both merchants and con- 
sumers. A number of merchants who 
failed to participate in the first said 
they were literally forced to come in 
on the second by competition, or as 
“a civic gesture” as some explained 
it. 

Sets of furniture, motor oil, lobster 
and steak dinners, cases of beer, 
clothing, electrical appliances, sports 
equipment, household goods, and va- 
rious merchandise certificates for 
goods or services were put up for 
auction. No regulations specified that 
merchandise should relate to the 
sponsor’s business, however most 
merchants found it desirable to put 
up something from their own line. 


One exception was a drug store 
which offered a $100 vacuum cleaner. 
A finance company supplied a bar- 
becue grill set. 

These premiums commanded thou- 
sands of dollars in play money at the 
two auctions. Bids at the first auction 
ran up to $12,000 for a steak dinner, 
$13,000 for a sport shirt, $15,000 for 
a case of beer, $51,000 for a parakeet 
and cage, $65,000 for a $200 diamond 
ring, $77,000 for a $90 shotgun, 
$80,000 for a $350 tv set. 


> Prices bid at the second auction 
were doubled and tripled for equiva- 
lent items when money changed 
hands more freely as the hour of ex- 
piration of its validity drew near. 
Therefore, when hundreds of thou- 
sands were bid for the vacuum clean- 
er and over two million “smackers” 
were bid on the last item, a toaster, 
the promotion program came to a 
hilarious climax with everyone hav- 
ing the time of his life. 

In that last event, there were only 
a thousand or so people left in the 
stands for final bidding. Bidding ran 
high between two individuals from 
different sides of the grandstand. 
When the bids reached astronomical 
figures, the rest of the people in the 
stands pooled their money to build 
up a final pot for the champion on 
their side. Finally, one side gave up 
past the two-million-dollar 
and bidding was closed. 


mark, 


>A look behind the scenes with 
sponsoring merchants turned up con- 
siderable differences in opinions and 
results. A large furniture store, for 
instance, participated quite heavily 
in the promotion and considered 





their action chargeable to good pub- 
lic relations and institutional adver- 
tising. They did not believe the 
auction promotion brought in much 


Which Sales Picture Do You Prefer? 


—600 —600 
direct business. However, they ad- —550 —550 


mitted they did not keep close tabs —500 —500 


on retail activities through their ae —450 
—400 —400 

clerks. _350 350 
A small jeweler reported numer- —300 —300 
ous new customers who came to him —250 —250 
strictly because of his interest in = “an 
baseball and the auction. Friends —100 —100 
greeted him on the street with refer- = = ie 


ences to the promotion. One custom- 1954 ‘55 ‘56 ‘57 ‘58 ‘59 ‘60 ‘61 1954 ‘55 ‘56 ‘57 ‘58 ‘59 ‘60 ‘61 


er, who had never been in his store 
before, came from blocks away, pass- 
ing up other shops, for a watch re- 
pair “because I can get auction 
money from you.” 

Another customer came in to pur- 
chase an electric shaver. The shavers 
were offered on a ten-day free trial, 
but the man paid his bill on the spot 
to get auction money. Numerous peo- 
ple came in to pay monthly bills 
ahead of time to get auction money 
prior to the big event. 


>This same effect was felt at other 
places. A men’s shop reported many 
instances of people paying up month- 
ly bills earlier than usual to get auc- 
tion money for September 2. A $400 
account was paid a month sooner 
than required. One young man came 
in on the last shopping night to buy 
a shirt. He was persuaded to buy a 
$65 suit and a $55 top coat, for cash, 
to get play money for the auction. 

A chemical supply house, selling 
both retail and wholesale accounts, 
said that sports-minded people from 
everywhere were asking for auction 
money when they made purchases, 
or paid bills. Farmers, small and 
large manufacturers, photographers, 
and others were counted among the 
enthusiastic trade. Even purchasing 
agents for large companies actively 
sought auction money through the 
chemical supply house, when they 
were able to favor that company with 
an order for competitive merchan- 
dise at competitive prices. 

A drug store made friends with 
many new customers and actually 
opened up five new charge accounts 
which formerly were placed at other 
drug stores. This particular merchant 
found the auction beneficial in one 
way, totally unrelated to its original 
purpose. He hires rather young 
clerks who often have difficulty in 
meeting the public gracefully. He 
emphasized the importance of the 
auction to his clerks and asked them 
to approach every customer with 
auction money to explain its purpose. 

He said that his young clerks soon 
began to blossom out with the ex- 
perience and really expressed good 
enthusiasm which was transmitted to 
customers. This druggist also said 


PHONE WAtkins 4-3242 


Without A Premium Plan With A Premium Plan 


MANUFACTURERS — WHOLESALERS — JOBBERS 
YOU CAN USE 


COUPON PREMIUM PLANS 
TO INCREASE YOUR SALES 


When you use our service, you have no worries about details. We will operate your 
complete premium department. You pay only for those coupons that your customers 


send in for redemption. 


Free sample catalogs and other information will be supplied upon request. Please 
write on your company letterhead. 


THE PREMIUM SERVICE CO. INC. 


115 West 19th Street, New York 11, N. Y. 
ESTABLISHED 1897 


. for more details circle 930, page 97 











LOOKING FOR A PREMIUM... 
OR A PACKAGE FOR A PREMIUM??? 


CHECK ON CHASE TEXTILE PRE- 
MIUM SPECIALTIES. NO MATTER 
WHAT THE ITEM—IF IT’S MADE 
OF CLOTH, CHASE BAG CAN MAKE 
IT AND IMPRINT IT, CHEAPER AND 
BETTER 


Any of the below can be colorfully 

imprinted or otherwise adapted to 

your needs. 

(1) a tent that makes a child’s play- 
house out of your card table, 

(2) chef's hat, 

3) apron, 

4) baseball base, 

5) pot holders, 

6) dust cloths, novelty bags for 
school, beach, around the house. 


There are many more! 


CHASE BAG COMPANY 
Premium Bag Department 31-F 
309 W. Jackson Bivd., Chicago, III. 
Please send sample and price on 
Quantity -_Number 
information on custom de- 
signed specialty bags. 


WRITE TODAY FOR FREE SAMPLES AND PRICES 


CHASE BAG COMPANY a 
309 W. Jackson Bivd., Chicago 6, Illinois ADDRESS 


30 Branches and Sales Offices—strategically located CITY STATE 
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WORLD MAP 
WASTE BASKET 


A WANTED PRE. 
MIUM! Rand - Mc- 
Nally Global Map, 
Lithographed on 
oval metal basket. 
Popularly priced. 


























Send for details. 


WEINMAN 
BROTHERS, INC. 








ARE 


Us 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 


YOUR DIRECT 
SOURCE 


@ ORCHIDS OF HAWAII, INC. 


rl 
Nat'l Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plant: Hilo, Hawaii 
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INVISIBLE INK 


POST CARDS are NEW 


Just DIP IN WATER and “Presto” 
your COMMERCIAL Message and 
Greeting Appears Instantly. 
When Card is Dry—The Message 
Disappears. When Dipped in Water 

Again the Message Re-Appears. 
Same Card can be Used Many 


Times—Passes thru Many Hands. 
JOBBERS WANTED 


Get Free Samples and Catalog 
M. E. MOSS AND CO. 


11 Irving St. 
HARTFORD 8, CONN. 
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Printed to order in 

all sizes, choose from 
thousands of available 
up-to-date stock plates 





ee I E/T 


AND MAPLEWOOD, N. J 
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that the auction sponsorship was one 
of the best pieces of advertising he’s 
ever done. 


>A general merchandise “outlet 
store” showed a 15% increase in store 
traffic from the promotion. They fea- 
tured two leader items, school books 
and parakeets. “School books” in- 
cluded both new and used books, as 
well as miscellaneous school sup- 
plies. Young people came from all 
over town and around the county to 
buy school needs and get auction 
money. Three direct sales of para- 
keets, selling for about $25 with cage 
and supplies, were attributed to the 
first auction when unsuccessful bid- 
ders failed to get the bird they bid 
for at the ball park. 

From an over-all survey, we found 
that people in Topeka predominantly 
chose to shop where auction money 
was available, if the merchandise was 
competitive in quality and price. 


>The Topeka baseball auction pre- 
sents an unusually successful picture 
for wide-scale promotion. However, 
the specific details of putting it to- 
gether are relatively simple. 

Large, three-color 22x28” display 
cards were silk-screen printed by a 
local sign company, one for each par- 
ticipating merchant. Streamers, in 
6x25” size, were also supplied for 
each store. Auction money was 
printed by offset in green ink, one 
side, in values of $10, $20, $100, and 
$500. Artwork for the bills was a sim- 
ple but effective paste-up from stock 
border designs and Artype, photo- 
graphed and processed on a Multilith 
machine by the printer. The copy, of 
course, was made humorous to add 
zest to the program. Bills were called 
“smackers” and displayed the words 
“that ain’t hay” over a central medal- 
lion line drawing of a hay rack. 

The basic idea of this auction pro- 
motion is not new. However, the 
principle of “selling” so much auc- 
tion money to merchants in propor- 
tion to the contract value of spon- 
sored air time was believed to be 
new. This method of rationing the 
coupons caused merchants to buy 
more time than they might have on 
another basis. The intrinsic value of 
the coupons also discouraged too 
much generosity between merchants 
and favored customers. 


> Experience in Topeka proved the 
value of hiring professional auc- 
tioneers to conduct the event at a 
public gathering. These men were 
trained to raise the pitch of suspense 
to such a high degree that it seemed 
the people gained more excitement 
from the auctions than they did from 
any one ball game. Without the 
showmanship of professional auc- 
tioneers, it is likely the whole thing 
would have fallen flat. 


Some merchants advised that it is 
desirable to inform the public about 
the value of coupon money in circu- 
lation for such a promotion. There 
were instances in which customers 
made moderate purchases but 
thought they had a lot of auction 
money because of the 10:1 ratio of 
exchange. These customers became 
disillusioned when they went to the 
auction and found other people bid- 
ding in the tens of thousands of dol- 
lars for inexpensive merchandise. 

Of course, there will always be 
groups of people who pool their cou- 
pons to bid higher prices. This ac- 
counted for the ridiculously high bids 
made in the final auction. However, 
some degree of fairness may be 
maintained by having each merchant 
stamp his name, or some specified de- 
sign, on the back of each coupon to 
make it valid. This would obviate 
theft from the radio station or the 
printer’s shop. 


> Although the program was de- 
signed primarily to increase billing 
of air time and to promote greater in- 
terest in the local ball team, as well 
as increased business for participat- 
ing merchants, the same type of pro- 
motion might be applied to other 
groups in different circumstances. 

Instead of going on the air with 
this program, it might be worked 
through the newspapers. Any organ- 
ization, whether it be business, pro- 
fessional, civic, charity, fraternal, or 
other group, could carry out the 
same scheme. Chains might work the 
same plan as a private enterprise, if 
they are heavy enough in a concen- 
trated trade area. 

And, it need not be tied in with a 
spectator sports event. It could be 
worked at a church social, or an an- 
nual civic festival. One variation 


might be worked through the mail, 
if bidders were allowed to write in 
their bids to a newspaper which 
would publish daily bids received. 
Bidding could close at a given dead- 


“That's Fred Herman, our merchandising 
director, testing a new premium for our 
candy bar account.” 








line, or when bids fail to arrive in the 
daily mail. 

Topeka may never see another 
promotion of the same sort. But peo- 
ple who were excited by the sport 
while it lasted, may talk about the 
event for years to come. Meanwhile, 
some strongly civic-minded group of 
another city may turn up with a new 
variation —and make it an annual 
affair. 44 


Jewel Lists 5 Qualities 
Essential to a Premium 


What makes a good premium? Ac- 
cording to Williain A. Gerbosi, Jewel 
Tea Co.’s vice-president in charge of 
routes, his company considers five es- 
sential qualities before it purchases 
premiums for the route 
“basket.” 

1. The premium must have continu- 
ing use, so it won’t become outdated 
before a housewife has saved enough 
coupons to own it. 

2. It must be so simply constructed 
it will not develop mechanical defects 
to cause aggravation and annoyance 
to the owner. 

3. Jewel Tea looks with favor on pre- 
miums that make the housewife’s 
work easier. 

4. The premium should be capable 
of dramatization, with plenty of eye 
appeal. 

5. Packaging is very important since 
the premium must fit into the route 
man’s basket along with many other 
items. In this connection, Mr. Gerbosi 
demonstrated miniatures that some 
premium manufacturers had pre- 
pared for Jewel Tea baskets and said 
that frequently orders for the minia- 
tures were heavier than orders for 
the larger size items. 

Mr. Gerbosi was the featured 
speaker at a luncheon meeting of the 
Premium Industry Club, which has 
recently revitalized its program un- 
der the leadership of Hugh A. Som- 
ers, newly-elected president, who 
was the club’s first president 14 years 
ago. 44 


man’s 


Phone Operator Kit 
Offered by Mercury 


The girl on the switchboard is be- 
ing remembered by Mercury Service 
Systems Inc. (New York) with Tele- 
Kit, a practical aid for telephone 
operators. 

The Tele-Kit, which is offered free, 
includes pads for recording tele- 
phone messages, pencils with special 
tops to save dialing wear and tear 
on fingernails, and other service- 
able aids. 

Tele-Kits are available by writing 
Mercury Service Systems Inc., Pub- 
lic Relations Dept., 461 Fourth Ave., 
New York 16. 44 


Jell-O in Ceramic . . . Top national food 
buyers have received this ceramic tile 
which reproduces in full color artwork 
used in one of the Jell-O ads appearing in 
the ‘Saturday Evening Post.’’ The purpose 
of the mailing is to drive home Jell-O’s 
intensified use of its current advertising 
program. Designed as a paperweight or 
a hot plate in the home, the ceramic tile 


was produced by Display Features (Drexel 
Hill, Pa.). 


Mayco Offers Two Sizes 
Of Metal Ash Trays 


“Art Metal” and “Giant” ash trays 
in two designs and sizes are being 
featured by Mayer Mfg. Corp. (Chi- 
cago), manufacturer of metal, paper 
and plastic advertising specialty and 
premium items. 

The sizes of the trays are a 43,” 
square and a 6” round. Made of heavy 
gauge, heat-resistant metal in copper 
and gray hammertone finish, the 
trays will not crack or peel and are 
easy to clean, according to the manu- 
facturer. 

Samples, prices and full informa- 
tion are available. 


For your copy circle No. 825 on the 
Reader’s Service Card inside back cover 


One Million Lollypops 
To Boost Sunoco Sales 


If kids have any influence on their 
parents’ buying habits, then 1,000,000 
lollypops are going to boost sales of 
Sun Oil Co.’s new gasoline. 

Sun Oil is introducing a new high- 
test gas, and the 1,000,000 lollypops 
will be distributed 1,000 each to 1,000 
of the company’s Greater New York 
Sunoco service stations. In a variety 
of colors and flavors, the lollypops 
will have a Sunoco imprint on each 
cellophane wrapping. They will be 
handed to parents who drive in for 
the new gas. 

The order for the lollypops—re- 
puted to be one of the largest single 
advertising novelty orders ever made 
by a major firm for a giveaway pro- 
gram—was placed with Gimmicks 
Unlimited (Jackson Heights, N. Y.). 

44 











TIDEE MAID 
DELUXE 
SEWING BOX 
NO. 109 


NON-SPILL 
TIP-SEE 
TRAY-NO. 153 


FRIGEE-MAID 
ICE BOX COOKIE 
MOLDS 
NO. 131 


WRITE FOR CATALOG 


ane CORP. 


PW hike 
501 Kane St. BARABOO WIS. 
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GET ACTION WITH 
THIS ATTRACTION! 





Sales- 
Building 
Kitchen 
Premium 
Set 6 


15c per set 
in give-away 
package 
17c per set 
in mailing 
carton 


Useful kitchen premiums have proved their 
sales-building appeal time and time again 

and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 


Bright colors! Embossed capacities on Spoon 
handles! Kitchen Scoop is a big 2 cup size! 
Six inch Scraper is solid plastic and pliable! 


Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W.E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. 1, 32 N. Western Ave., Dayton 7, Ohio 
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ARE YOU TIRED 
OF THE 
OLD GRIND... 


WEARY OF STEWIN’ ABOUT 
BREWIN’ PERSUASIVE 
PROMOTIONAL POTIONS ? ?? 


is the ol’ “bean” burdened and bored with that everlasting search 
for re$Sultful mailing ideas and proper production facilities? If you are 
irked with the “old grind” and seek a creative direct mail outfit with 


an appetizing PLUS aroma... try the SANDE ROCKE BLEND! 


.we here “urn” our way by producing more than mere mechanical 
motions. Our abilities . . . our facilities are vast and varied* 


. taste our Giant Personalized Grams, Globalopes, Overseas Mailings, 
gadget letters, trickfolds, pop-ups, offset lithography...every type of 
direct advertising production. B-u-t above all, sip our ability to 
blend the right “Mocha” and “Java” to brew brawny RESULT 
pick-me-ups for YOU. 


* 


Samples of our specialties have been prepared 
and will be sent to you upon request. 





WHEN MAY WE I SANDE ROCKE & COMPANY, INC. 


FOR YOU ? 44 West 4th Street, New York 12, N.Y. - GRamercy 7-6105 


WINNER OF D. M. A. A. “BEST OF INDUSTRY" 1953 AWARD FOR CREATIVE SERVICES 


90 - ar ¢ June 1954 . . « for more details circle 937, page 97 





By Lawrence G. Chait 
President 
Direct Mail Advertising Assn. 


Those of us in direct mail advertis- 
ing spend a great deal of our time 
reading and studying and testing the 
techniques of our business—and that 
is all to the good. 

On the other hand, I believe we 
spend too little time on the fabric of 
our sales method. By “fabric” I mean 
the over-all strategic components of 
success. 

To my mind there are seven things 
which you must consider prior to the 
launching of any direct mail program 
and they are as follows: 

e An excellent product. 

e Need for the product. 

e Describability of the product. 

e Repetitive sale of the product. 

e The offer. 

e The guarantee. 

e The integrity of the seller. 

Let’s discuss these one by one: 


1. An Excellent Product ... There 
is no field of sales endeavor in which 
the excellence of the product is so 
basic to success as is the case in direct 
mail advertising and selling. 

Bear in mind that a relationship 
through the mails is one based upon 
faith. Your product must measure up 
to the buyer’s faith in you. Bear in 
mind, too, that because the buyer has 
trusted you through the agency of 
the mails, his resentment will be 


Mr. Chait is Director of List Research for Time 
Inc. 


DIRECT ADVERTISING 





The Seven 
Priceless Ingredients 


for 
Direct Mail Success 


quick and sure if he feels you have 
let him down. 

If on the other hand, you ship a 
product which is at least equal to 
your claim, then the buyer’s faith in 
you has been confirmed and he is 
equally quick to tell others that he 
has been treated well. Thus be sure 
that the quality of your product al- 
ways measures up to your promise. 


2. Need for the Product .. . When 
you attempt to sell something 
through the mails, you have in your 
favor no compulsion beyond the 
printed word. The reader of your di- 
rect mail message cannot see, or feel, 
or test or discuss your product with 
you. There is no compelling sales 
personality on the scene beyond that 
you are able to put across on paper. 

Thus the buyer by mail must have 
need for the product offered. As a 
matter of fact it is best when there 
is almost a compelling need for it. 

It is best that you offer through the 
mails that which is not conveniently 
available elsewhere. In other words, 
in direct mail you should have your 
prospect reaching—for something he 
really wants and requires. 


3. Describability of the Product... 
In studying a large amount of direct 
mail recently, I was impressed by the 
fact that many of the items offered 
could be described only with great 
difficulty. 

On the other hand, some of the let- 
ters could talk glowingly, interest- 
ingly, even romantically of the item 


brought to the attention of the pros- 
pective purchaser. 

An unusually good current exam- 
ple of the importance of product de- 
scribability is contained in the cur- 
rent copy of the “Around the World 
Shoppers’ Club” (Newark, N. J.). I 
believe that most of this wonderful, 
descriptive copy is being written by 
that man who has launched so many 
mail order and direct mail successes 
—Maxwell B. Sackheim, chairman of 
the board and treasurer of Maxwell 
Sackheim & Co., New York advertis- 
ing agency. 

In this case, Max is describing a 
product, however, which is not a spe- 
cific. His product is, in effect, an in- 
ternational buying service. But it is 


The Author . 
Lawrence G. Chait 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


wes 


Ue a ate): 


@ Envelope compartment is integral 
construction... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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Here are tips on 
using the right 
ela 
aa) 


on postal regulations 


SEND TODAY 


FOR YOUR 


FREE 
Mailing Manual 





How to eliminate the time and cost of ex- 
cessive packing material. How to mail art- 
work, photographs, mats, certificates in the 
Stay-Flat’’ cardboard mailer—easy to close 
and no stiffeners required. Other cartons de- 
scribed: Master Mailers—for books, gadgets, 
cosmetics; Security Mailers, Sterling Mailers 

ideal for premium mailings. Information 
on labeling, printing, board coloring. You'll 
want this valuable manual. 


CALUMET CARTON COMPANY, Dept. AR, Homewood, lilinois 


Yes! Send me your FREE Mailing Manual 


tote 
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a service which lends itself to de- 
scription as colorful as all of this wide 
world around us. It is a service which 
lends itself to descriptions of exotic 
lands, far places and strange and un- 
usual things to have and to hold. 

It is not necessary that every prod- 
uct advertised or offered for sale 
through the mails be surrounded 
with the same glamor or allure but 
certainly you should be able to build 
a product description which creates 
a substantial desire. 


4. Repetitive Sale ... There are a 
very few products or services which 
can be advertised or sold through the 
mail on a “one time shot” basis. Most 
of us, however, face a situation in 
which the initial cost of placing ac- 
counts on our books as a result of our 
mail efforts comes so high that our 
profits must be reckoned in terms of 
repeat sales. 

Now obviously it is not entirely 
necessary that you stick to only one 
product. A large segment of the most 
successful users of direct mail adver- 
tising operate on a “family of items” 
basis; i.e., they sell through catalogs. 

But the principle remains the same 

it is a rare direct mail sale which is 
not based upon the renewal or the 
repetition of the initial impression or 
order. 

Yet every day at Direct Mail Ad- 
vertising Assn. headquarters we get 
queries from young hopefuls who 
think they can make a million on 
some quick and easy proposition. By 
and large, it just can’t be done. 


5. The Offer . . . Possibly least un- 
derstood of all the basic components 
of successful direct mail is the sub- 
ject frequently referred to by old 
pros in the business as “the proposi- 
tion.” 

In our circulation sales of Time, 
Life and Fortune, for instance, the 
“proposition” has three components: 
e The nature of the editorial product. 
e The length of subscription service 

offered. 

e The price. 

These three things have to hang to- 
gether in the eyes of our prospective 
reader. We spend a great deal of time 
testing and retesting the priceless 
balance involved in having these 
three parts of the whole hang solidly 
together. 

An added element of complexity 
we have discovered recently is that 
the nature of a specific mailing list 
frequently dictates a change in our 
offer. As a basic rule of thumb in our 
case, we find that the less selective 
the list the shorter must be the length 
of term of the subscription offered 
and the smaller the price. 

A successful direct mail offer re- 
quires a very shrewd appraisal of 
your product and the prospect mar- 


ket. Beyond that your offer requires 
constant testing and retesting for 
changes in economic climate and 
changes in the public need for your 
product or your service. 


6. The Guarantee .. . I don’t know 
who discovered the importance of the 
guarantee in direct mail advertising 
—but certainly he deserves great rec- 
ognition from the fraternity! Basic to 
many of the great direct mail suc- 
cesses of our times is that simple 
phrase which gets so many customers 
over the barrier: “This product is 
guaranteed to be exactly as adver- 
tised and your money will be cheer- 
fully refunded if you are aissatisfied 
in any way.” 

It is a truism that the more suc- 
cessful the user of direct mail, the 
stronger his guarantee will be stated. 

Part of this guarantee of course is 
such phrases as: 

e “Send no money now.” 

e “Examine this merchandise for ten 
days at your own convenience.” 

e “We will gladly refund postage.” 

e “This item must measure up to our 
description.” 

e “You be the judge.” 

All of these phrases have a built-in 
sense of security for your prospect. 
They make him feel you have unlim- 
ited confidence in your offering and 
for that reason the prospective buyer 
will have added confidence in you. 


7. The Integrity of the Seller... As 
many of you know, the Direct Mail 
Advertising Assn. is now in the proc- 
ess of devising a “Code of Ethics” for 
our industry. The committee which 
has this task is made up of some of 
the most distinguished individuals in 
advertising and selling. This commit- 
tee has as its main task to codify and 
then to publicly enunciate the great 
ethical standards which have grown 
up informally in the direct mail in- 
dustry in the last half century. 


“But, Mom, how can I ever become an 
advertising production man if I can't use 
language like that?’ 








One of the members of the com- 
mittee is Fred Michaels, merchandise 
manager of Sears Roebuck, certainly 
a successful user of direct mail ad- 
vertising and selling methods. It is 
interesting to note that at the first 
meeting of our Code of Ethics Com- 
mittee, Mr. Michaels appeared with a 
volume many hundreds of pages in 
length which stated the stringent 
ethical code under which Sears oper- 
ates in every conceivable situation. 

The success of that vast mail order 
enterprise would indicate that the 
integrity of the seller is indeed basic 
to direct mail success. 


>In capsule form I believe this cov- 
ers the seven basic elements which 
form the backdrop of all successful 
direct mail advertising. 

At Time we try to keep those check 
points before us in all of the things 
we attempt to do. As a direct result 
of selling subscriptions by mail via 
the method described, we have been 
able to build the largest, most solid 
magazine circulation in the world for 
our various editorial products. In this 
connection you might be interested 
in coming behind the scenes with me 
for amoment to see how we set about 
launching a new magazine by mail. 


> Most of you have undoubtedly seen 
the stories in the trade papers that 
Time is planning to launch a new 
magazine. 

We feel we have an excellent prod- 
uct in this projected publication—so 
at the outset we can fulfill the first 
prerequisite in successful direct mail 
selling—an excellent product. 


> Here is a paragraph from our first 
letter on this new magazine which 
establishes the need for such a pub- 
lication: 

“We are about to publish a new and 
totally different kind of weekly mag- 
azine—a magazine we think you will 
enjoy—the first magazine ever to at- 
tempt to cover the whole colorful, 
endlessly varied, wonderful world of 
Sport. 

“To give you and other Americans 
a magazine worthy of being the Na- 
tional Sports Weekly—the first that’s 
ever been—is a big challenge. It must 
give fitting expression to a great field 
of activity which Americans love, 
honor—and endlessly discuss.” 

Then, we go on to describe the 
product as follows: 

“This new weekly will be a beauti- 
ful magazine—studded with pictures 
—lavish with color. We hope to make 
it as informative as Time, as dramatic 
as Life, as authoritative as Fortune. 
And most important of all, it will be 
wonderful fun for you and your fam- 
ily to read. 

“For there is no more rewarding 
subject for pen or camera than the 








Ever wish you could 
send a billboard 
through the mail? 


Think of the impact! Think of the readership! Think of the cost!!! 


But you can get the same impact ...the same readership...at a mere fraction 
of that cost if you use self-mailers. 


The self-mailer offers you the same power and punch as a billboard, with 


the added advantage of plenty of inside space for the necessary details 
and order blanks or reply cards. 


These same order blanks or reply cards, if they are separate inserts, can be 
tipped in and held secure at no extra cost by sealing the self-mailer the 


Seal-O-Matic way.. 


. automatically. 


So why pay to have your bright ideas hidden under an envelope — and 
pay for the envelope too — when you can intrigue more people into 
reading your message with a billboard approach 


For further information, and free book about Seal-O-Matic sealing, write today! 


S0A East Wesley Street, South Hackensack, New Jersey 
Exclusive users in the New York area: Automatic Sealing Service, 115 Christopher St., N.Y. 


ALWAYS 
with 


Boct-Tect 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
rubs off clean 
FOR THE GRAPHIC ARTS A MUST 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Declers every- 
where. 


UNION RUBBER & ASBESTOS CO 
TRENTON, Wd 


BESI-TEST BUVisw WL mate Ls 
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Every Woman Loves 
our very chic monthly 
Deskcalendar with her name 
printed on the front, an 
engagement form inside, 
and your ad on the back. 


Ask for samples and prices. 


/THE DESKFINDER CO. 
P. O. BOX 337, COSTA MESA, CALIF. 
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faced 
envelopes 


have double-barreled 
sales impact 


There are two sides to every story 

. especially your sales story 
. . . presented via Garden City 
Envelopes. 


SIMPLE + NEAT + EFFECTIVE 


Panorama correspondence envel- 


opes, window style, dramatize the 
selling message 


‘ vumeet 
pany 5 1 
anna wane ene yous oF TSA 
g 





... There’s no gainsaying the ef- 
fectiveness of the double-barreled 
sales impact achieved by these en- 
velopes. This same effectiveness 
can be employed to your good ad- 
vantage, regardless of product or 
service, or the type of envelope 
used. And — you'll be pleasantly 
surprised at the little cost. Con- 
sult with G. C.—and see. 





The House of Envelopes 
...and Envelope ideas 


AROEN City 
EnvetoPe Co. 


3001 N. ROCKWELL ST. 
CHICAGO 18, ILLINOIS 
PHONE COrnelia 7-3600 
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speed and skill, the grace and vital- 
ity which sweep through the realm of 
Sport. And to capture this excite- 
ment on paper, we have enlisted the 
finest editorial talents: put at their 
disposal the most extensive resources 
known to the publishing world.” 


> Obviously we think that the world 
of sports is so firmly established in 
the human scale of things that there 
will be no problem of repetitive sale 
of this new magazine. Here is how we 
state our charter subscriber offer: 


“We hope you will want this maga- 
zine to come into being and that you 
will join with us in this adventure by 
becoming a Charter Subscriber at the 
Charter Subscription rate of $7.50 for 
the first full year—fifty-two weekly 
issues.” 


We wrap up those two final pre- 
requisites in direct mail selling—the 
guarantee and the integrity of the 
seller—in a strange and wonderful 
way in our very first paragraph and 
in the signature on our letter. The 
first paragraph of the letter reads: 


“The enthusiasm now prevailing in 
the offices of Time and Life is one 
which I hope you will share in the 
very near future.” 


In that sentence—and based upon 
Time’s previous record of publishing 
great magazines, we imply a guar- 
antee of great good fun to our pros- 
pective readers . . . and then the let- 
ter is signed by Henry R. Luce as 
Editor-in-Chief of all Time Inc. pub- 
lications so that the integrity of our 
publishing announcement shall be 
taken for granted. Thus, as you see, 
we try to practice what we preach. 


44 
Allison Booklet Describes 


Some of Its 12,000 Lists 


A brief outline of some of its 12,000 
mailing lists is included in a 20-page 
booklet offered by Allison Mailing 
Lists Inc. (New York). 


Described are such lists as Negroes 
—more than 1,000,000 families broken 
down as to educational and economic 
levels; 650,000 executives with cur- 
rent home addresses at a cost of $18 
per thousand names; five lists of 
merchandise managers and buyers of 
leading department stores and spe- 
cialty shops—all guaranteed 100% ac- 
curate and rated $20,000 or higher; 
“blue-collar” and “white-collar” 
workers; newlyweds — 50,000 every 
month at $15 a thousand; engagees; 
births; engineers in industry; general 
stores; mail order buyers; farmers; 
housewives; manufacturers; retail- 
ers; professions; education, and re- 
ligion. 

For your copy circle No. 826 on the 
Reader’s Service Card inside back cover. 








JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


431 S. Dearborn St. + Chicago 5, Illinois 
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Want a better Letterhead? 


Get your FREE copy of our useful new brochure 
“Letterhead Logic’’—just off the press. Then, turn 
to the check list used by experts to gauge letter- 
head efficiency. If it indicates room for improving 
your present letterhead, Hill’s 40 years of special- 
ized experience... producing the finest business 
stationery for hundreds of famous firms...is at 
your disposal. 


Learn how HILL craftsmanship can create a let- 


terhead you'll be proud of...one that truly reflects 
the character, personality and prestige of your 
firm... scientifically designed to assure built-in 
sales appeal...at prices much lower than you'd 
expect. 

“Letterhead Logic,”’ containing impressive “big 
name” samples is free — without obligation to 
users of 5,000 or more letterheads a year. Simply 
jot down, on your present letterhead, the quantity 
your firm uses and mail to HILL now. Write: 
R.O.H. HILL, INC. 270 AR Lafayette Street, 


New York 12, N. Y. 
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MAY 
23-28 


24-30 


JUNE 
2-4 


2-6 
6-8 


8-9 
7-10 


14-17 


16-17 
20-23 
21-24 


27-30 


9-11 
20-22 


AUGUST 
1-4 


8-11 


Coming Conventions 


Nat’! Assn. Radio G TV _ Broadcast- 
ers—Palmer House—Chicago 
Nat‘’l Business Publications, annual 
spring meeting—White Face Inn 

—tLake Placid, N. Y. 


Nat’! Sales Executives Convention 
and Sales Equipment Fair—Conrad 
Hilton Hotel—Chicago 

Associated Business Publications — 
The Homestead—Hot Springs, Va. 

Magazine Publishers Assn., 35th an- 
nual meeting—The Greenbrier — 
White Sulphur Springs, W. Va. 

Nat’! Assn. of Litho Clubs—Biltmore 
Hotel—New York 

Lithographers Nat’! Assn. Inc. — 
The Greenbrier — White Sulphur 
Springs, W. Va. 

Nat’! Industrial Advertisers Assn.— 
Sheraton Mt. Royal Hotel — 
Montreal 

Nat’l Conference of Business Paper 
Editors—Washington, D. C. 

Advertising Federation of America 
—Statler Hotel—Boston 

American College Public Relations 
Assn. — Hotel Roosevelt — New 
York City 

Advertising Assn. of the West, an- 
nual convention—Hotel Utah— 
Salt Lake City 


Nat’l Assn. of Advertising Distribu- 
tors—The Greenbrier—White Sul- 
phur Springs, W. Va. 

International Graphic Arts Education 
Assn.—University of Colorado— 
Boulder, Col. 

Nat’l Wooden Box Assn.—summer 
meeting—Sun Valley, Ida. 

American Trade Assn. Executives— 
Atlantic City, N. J. 


Nat’! Audio-Visual Assn.—Conven- 
tion and Trade Show — Sherman 
Hotel—Chicago 

International Printers Supply Sales- 
men’s Guild — Bellevue-Stratford 
Hotel—Philadelphia 


30-Sept. 3 Photographers’ Assn. of America — 


Conrad Hilton—Chicago 


SEPTEMBER 

9-11 Nat’! Paper Assn.—Conrad Hilton— 
Chicago 

18-21 Advertising Specialty National Assn. 
—Annual Specialty Fair—Palmer 
House—Chicago 

26-29 Life Insurance Advertisers Assn.— 
Sheraton-Gibson Hotel — Cincin- 
nati 

OCTOBER 

5-9 Photographic Society of America— 
Chicago 

9-12 Mail Advertising Service Assn. — 
Hotel Statler—Boston 

11-13 American Photoengravers Assn. — 
Hotel Jefferson—St. Louis 

13-15 Direct Mail Advertising Assn.—Hotel 
Statler—Boston 

21-22 Audit Bureau of Circulations—40Oth 











annual 
Chicago 


meeting—Drake Hotel— 
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“Remember that guarantee we advertised 
some time back 






‘Not for life, but 
forever?’ 





CSD advertisers 


All-Purpose Metal Equipment Corp.....96 
American Display Company, The.......96 
Artkraft Sign Company ee 


Arvey Corporation Back Cover 
Avery Adhesive Label Corp. ae 
Bartz, F. H. A: 
Belford Co., Inc. ...66 
Brown & Bro., Arthur ee 
Buffalo Photo Company 29 
Burgess Cellulose Company | 
Burrelle’s Press Clipping Bureau 24 
Calumet Carton Company 92 
Campbell Company, W. E. ....89 
Capex Go.,: Int....:..........-... se 
Chase Bag Company 87 
Chicago Cardboard Company ...28 
Chicago Offset Printing Company 66 
Collins, Miller & Hutchings, Inc. 50 
Consolidated Lithographing Corp....44 
Craftint Manufacturing Co., The 2 
Crocker Co., Inc., H. S. 64 
Curtis Paper Company 84 
Deskfinder Company, The 93 
Du-Plex Onvelope Corp. 92 
Durable Rubber Products Co. Ag 
Duval Laboratories , ae 
Eastman Kodak Company 23 
Engel, Inc., J. A. 25 
Eureka Specialty Printing Company.._.65 
Falulah Paper Company 46 
Ferber Pen Corp. 88, 94 
Filmotype Corp. 40 
Flambeau Plastics Corp. 89 
Frankl Color Laboratories 24 
Fredman-Chaite Studios 25 
Gair Company, Inc., Robert 30 
Garden City Envelope Co. 94 
General Outdoor Advertising Co. 73 
Gilbert Paper Company 11 
Graphic Enterprises of Milwaukee, 

Inc. 96 
Gymer, Frederick E. 96 
Hammond & Co., C. S. 88 
Hankscraft Company, The 48 
Hill, Inc., R. O. H. 94 
Hollywood Banners 47 
International Color Gravure, Inc. 1 


Intertype Corporation 
Inside Front Cover 


Ivel Corporation 43 





Jahn & Ollier Engraving Company 
Inside Back Cover 


Kleen-Stik Products, Inc. 6 
Komisarow Studios, Don 96 
Kurshan & Lang Color Service 29 


Lake Shore Electrotype Co. 
Letter Shop Inc., The 


Major Photo Co. 
McGrath and Associates, Thomas F. 
Mercury Enterprises 


Monarch Matrix & Stereotype Co., 
Inc. 


Monsen-Chicago 
Moss & Co., M. E. 
Mulson Studio 


Nashua Corporation 
Naz-Dar Company 
Nelson Associates Inc. 


Neon Products, Inc. 


Ohio Advertising Display Co. 
Orchids of Hawaii 


Oxford Paper Co. 


Perry, Albert William 

Picture Recording Company 
Pioneer Rubber Company, The 
Plastic Service Company 


Pontiac Engraving and Electrotype 
Co. 


Porcelain Enamel Finishers 
Premium Service Co., Inc., The 
Premium Specialties 


Projectograph Corp. 


Radiant Color Co. 

Rapid Copy Service, Inc. 

RCA Victor Custom Record Sales 
Reilly Electrotype Company 
Rocke & Company, Inc., Sande 


Scripture Press 
Seal-O-Matic 
Service Bindery Co., Inc. 


Sickles Photo-Reporting Service 


Sloves Mechanical Binding Co., Inc. 


Sorg Paper Company, The 
Spot-Lite Studios Co. 


Switzer Bros., Inc. 


Thilmany Pulp & Paper Company 
Transilwrap Co. 


Underwood & Underwood 
Union Rubber & Asbestos Co. 
United States Envelope Compony 


Veritone Company 28, 


Virkotype Corporation 


Walk, Jay P. 
Warren Company, S. D. 


Warwick Typographers, Inc. 
Weinman Brothers, Inc. 


Woodbury and Company, Inc. 
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Preferred Sources for Services and Supplies 


e Advertisements im this section limited to three inches 


FOR” DAY OR 
NIGHT Satvice' 


DEALER HELP MATS 


@ NEWSPAPER ADVERTISING MATS 
e CUTS 
Quality @ STEREOS 
Service 


Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 


MATRIX & STEREOTYPE 
co., INC. 


for more details circle 915, page 97 


Office Equipment 


Wom TR, jx. TRAVELING RACK 


Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
ing, inserting . keep things 
moving in the mail room 
Write for folder 


261 Mill Street All-Purpose Metal Equipment Corp. 
Rochester 14, New York 


. for more details circle 860, page 97 


Color Reprints 


QPRILLIANT/ (> ACCURATE/ LOW IN COST/ 
Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 


. for more details circle 897, page 97 


Typographers 


Why it pays 


TO HAVE IT set? 


A HANDY PAMPHLET of before-and- 
after ads to take out with you when 
JAY P making that call. It’s yours if asked_ 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 @ MOhawk 4-6134 


. for more details circle 954, page 97 
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Display Supplies 


In Stock 


e Cellulose Acetate 


All thicknesses up to .250 Transparent, 
Matte, Colors. Colors Are Transparent, 
Translucent, Opaque. Standard Sheet Size 
21x50”, Other Sizes 25x40”, 40x50” In 
Clear Only. 


Plexiglas 


060 to 3.000” In Clear Transparent. 
.060 to .250 In Transparent, Translucent 
& Opaque Colors. Standard Sheet Sizes 
24x36", 36x48”, 36x60’, 40x50”, 48x72”, 
and Sizes Cut To Order. 


Vinylite—rigia 

Sheets 20x50’ and Cut To Order. Clear 
Matte- Colors. Colors Are Transparent, 
Translucent, Opaque. .010 To .125 Thick- 


nesses. Also Flexible Vinyl .008 to .040. 
Sheets 2142x512", Clear & Colors. 


TRANSILWRAP CO. 
2816-18 W. Fullerton Ave., Chicago 47, Ill. 


Dickens 2-2616 
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Direct Mail 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the ‘’Let’s Have Better 
Mottoes” monthly mailings. Unusual— 
ef fective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 


. for more details circle 898, page 
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Art Studio 


Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 
DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 


. for more details circle 908, page 97 





ATTENTION: PAPER BUYERS 
BUY DIRECT AND SAVE 
ON 
PAPER AND SUPPLIES FOR: 
Multilith 
Mimeo 
Spirit Process 
Send for money-saving price list. 
We pay freight outside Chicago 


MERCURY ENTERPRISES 
9800 S. Oglesby Avenue 


CHICAGO 17, ILLINOIS 
All Phones: ESsex 5-5741 
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Help Wanted 


REPRESENTATIVE WANTED 

Long established manufacturer of Mechanical Win- 
dow Displays and Sales Demonstrators in quantities 
selling to National Advertisers wants a capable sales 
representative calling on similar large accounts in prin- 
cipal cities. Exclusive territory, commission basis. 
Write, giving full details to: THe American Disptay 
Company, Dayton 2, Ohio. 


AD MAN IN EVANGELICAL FIELD 


Unusual opportunity for “born 
again” advertising man to serve 
the Lord in a Sunday School pub- 
lishing house. Must have ideas, 
know copy and layout for Direct 
Mail, Display Advertising, and 
Convention Displays. 


Salary open. Splendid program of 
benefits. 


Personnel Department 


SCRIPTURE PRESS, 434 So. Wabash Ave. 


Chicago 5, Illinois 


Cireles 
Under 


~ Your 
OW Eyes? 


If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 
off, use 


Advertising 
Requirements 








801/Circle on Readers’ Service Card 
Color Lab Price List 

-+. list gives prices of illuminators, mounts, 
projectors and color prints along with prices 
for processing color film, roll and sheet film, 


and for making duplicate tr 

(Page 25) 
802/Circle on Readers’ Service Card 
Airbrush Line-Guide 


. » » details are available on a plastic air- 
brush line-guide designed for use either with 
or without a T-square. Details on different 
uses of the guide also are available. 


(Page 28) 


803/Circle on Readers’ Service Card 

Golor Composites 

. . « information on Bebell & Bebell’s new 
service, which provides photographic color 
composites made from various different 
pieces of original copy. The composites can 
be made from color tr mcies or art- 
work of any size or density. (Page 28) 


804/Circle on Readers’ Service Card 

King Size Blow-ups 

. +» booklet provides examples of giant blow- 

ups, murals, montages, display cutouts and 

sales presentations available from RCS Stu- 

dios, division of Rapid Copy Service. 
(Page 29) 


805/Circle on Readers’ Service Card 

Stock Plastic Boxes 

- . » catalog describes and illustrates rigid 
styrene stock boxes for packaging candy, 
drugs, meat, tools, etc. Ilustrations show 
boxes in various shapes and sizes, with di- 
mensions, available colors and types of 
covers. (Page 34) 


806/Circle on Readers’ Service Card 
Hard-To-Find Typefaces 

- « + pocket-size reference booklet shows 
one-line specimens of available typefaces, 
including a wide variety of Linotype, Mono- 
type and Ludlow faces. Featured are a num- 
ber of hard-to-locate faces. (Page 38) 


$07/Circle on Readers’ Service Card 
Linofilm Described 

. . » booklet available from Mergenthaler 
Linotype Co. describes the company’s new 
Linofilm for photographic typesetting. A full 
library of Linotype faces will be available 
when the Linofilm typesetter is offered to 


the trade. (Page 39) 
808/Circle on Readers’ Service Card 
Lithograph Booklet 

. ++ booklet by Schmidt Lithograph Co. out- 



















Extra Numbers 


Most of the advertisements ap- 
in this issue have a line 

at the bottom rea is 0.0 ae 
more details, circle page 97.” 
If you desire additional informa- 
tion concerning the ucts or 
services offered by 8 adver- 
tisers. all you need to do is to 
circle the numbers on the Readers’ 
Service card corresponding to the 
numbers appearing at the bottom 
of the ads describing the items in 
which you are interested. 


cere eee enter nent 


Use these return cards 
for publications 
mentioned on this page 


| arr | Advertising 


Requirements 


APSE 


DEBE TEMIP OO ROO 


+ Send for these helpful selling tools 


lines seven steps to “get more kick into your 
sales program.” Each of the seven points 
listed is amplified by quotations from well- 
known speakers in the field of display 
advertising. (Page 47) 


809/Circle on Readers’ Service Card 
Paper Sculpture Displays 

. - - folder shows examples of paper sculp- 
ture displays prepared by Hallmark Cards, 


scene and a child in an iron bed. Also in- 
cluded are examples of papier mache, 
molded rubber, silk screen and other dis- 
play facilities. (Page 47) 


810/Circle on Readers’ Service Card 

Giant Screen POP Projector 

... details are available about a 2444x244" 
giant screen automatic display projector de- 
veloped for point of purchase action dis- 
plays and for use at trade shows and sales 


meetings. (Page 48) 
811/Circle on Readers’ Service Card 
Revolving Display Units 


. .. details of a new revolving display unit 
that holds four 8x10” color transparencies 
and shows four blacklighted pictures. Com- 


plete transparency and print prices lists also 


are available. (Page 48) 
812/Circle on Readers’ Service Card 
Plastic Displays 
.. + brochure shows 18 examples of point of 
purchase signs and displays, most of them 
in clear plastic. Primarily counter signs, the 
displays are available in many shapes with 
changing copy panels, fluorescent or back- 
lighted, and with plastic or wooden holders. 
(Page 48) 


813/Circle on Readers’ Service Card 
Display Unit Club 

. .. details are available on a unique pian 
for distributing sample display mechanisms 
by Gale Dorothea Mechanisms. The plan 
operates like a monthly book club, and the 
subscriber becomes the owner of the mech- 
anism he receives each month. (Page 49) 


814/Circle on Readers’ Service Card 
Production Control Board 

. . . booklet illustrates and describes a vis- 
ual contro} board to show the progress of 
advertising production in agencies, ad de- 
partments, etc. Photographs demonstrate 


R ieee ue. 
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200 East Illinois St., 
Chicago 11, Ill. 
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¥%& Send for these helpful selling tools 


how the board can be displayed on wall or 
desk, set on am easel, and other uses. 


(Page 56) 
815/Circle on Readers’ Service Card 
Economical Litho Displays 
... brochure describes a three-color 


process used by the Alico Division of Allart 
Corp. to offer advertisers economical litho 
graphs. A color reproduction is included in 
the brochure. (Page 61) 


$16/Circle on Readers’ Service Card 
Mechanical Copycounter 
..- details are available on a new mechani- 
cal copycounter developed by Arthur H. 
Nellen, Jr., of Motor Age. The mechanical 
copycounter also can be used for determin- 
ing the size of cuts, artwork, etc. Measure 
ments are in agates, picas and inches. 
(Page 61) 


817/Circle on Readers’ Service Card 
Double-Life Day-Gio 

. . » folder gives details on new develop 
ment expected to double the sun-life of 





fluorescent colors. Available in 
colors, Sundbonded pigment is 
fluorescent brightness and color strength as 
the regular line. (Page 62) 


818/Circle on Readers’ Service Card 

New Adhesive Line 

. .. Circular describes new line of adhesives 
for use with Mylar polyester film, with des- 
criptions of such applications as Mylar to 
paper, aluminum foil, steel, vinyl and poly- 
ethylene. (Page 66) 


8I9/Circle on Readers’ Service Card 

New Catalog Binder 

... information is available on a new dura- 
ble catalog binder. The binder is of light- 
weight nickel-plated steel and cellulose im- 
pregnated fibreboard construction. Covers 
may be cut to specific widths. ( Page 66) 


820/Circle on Readers’ Service Card 
Industrial Projector 

. .. thirty-two features of a new projector, 
designed primarily for industrial use, are 
described in a folder by Animad Projectors. 
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* Note: Inquiries for items listed not serviced beyond September 15, 1954. 


The industrial projector can be used on desk 
or wall and also is desiqned for use at 
shows and ezhibits. (Page 69) 


821/Circle on Readers’ Service Card 
Projecting Color Pictures 
- » « booklet gives information on how to 
prepare and project color pictures and may 
be used by beginners as well as by more 
advanced photographers. Also included is 
a summary of problems unique to color 
photography and information on color pro- 
jection equipment, color stero production, 
audience arrangement and screen size. 
(Page 69) 


822/Circle on Readers’ Service Card 
Raised 3-D Letters 
- - » booklet gives examples of raised 3-D 
wood letters in eight styles, including 
Futura, Gothic, Deep Ribbon and Egyptian 
as well as special letters in various sizes 
and styles, separate or made up into a 
complete sign. Included are six examples of 
advertisers’ uses of special script letters. 
(Page 74) 


823/Circle on Readers’ Service Card 
Movable Outdoor Signs 

... details are available on “Whirl-A-Mes- 
sage,” a movable, four-sided sign with re 
flectorized letters for easy reading at night. 
The signs, which move easily in a normal 
breeze, come in two sizes—10x24" and 
10x48", and are avcilable in four colors— 
red, blue, green, and yellow. (Page 74) 


824/Circle on Readers’ Service Card 
Types of Letterheads 

- « « file folder features eight examples of 
different types of letterheads, a check list 
for testing “letterhead efficiency” and a list 
of services. Also included are forms for 
ordering letterhead designs and a list of 
the company’s design and production facili- 
ties. (Page 84) 


825/Circle on Readers’ Service Card 

Metal Ash Trays 

+ « « samples, prices and information are 

available on two designs and sizes of metal 

ash trays being offered by Mayer Mig. Co. 

The trays are made of heat-resistant metal 

in copper and gray hammertone finish. 
(Page 89) 


826/Circle on Readers’ Service Card 
Mailing Lists Described 

... some of its 12,000 mailing lists are des- 
cribed in a new 20-page booklet by Allison 
Mailing Lists Inc. Also included in the book- 
let are descriptive materials on how the lists 
are “stratified” according to low, middle or 
high income, rent or home value, and edu- 
cational levels. (Page 94) 
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in a series of tributes to American Advertising 


ADVERTISING DIRECTOR 


Kenneth M. Gale wr = Mosaic Tile Company ~ mam four- 
. ° color advertisement appearing in Sunse agazine 
The Mosaic Tile Company a | y ee ° 


Se ee ee eee 4 
. Fee oS SRE oP a 
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ACCOUNT SUPERVISOR 
William J. McLaughlin 
Farson, Huff & Northlich 


calling the Young in Heart... 


‘MOSA ' "= 


THE MOSAIC TILE COMPANY 


ASSISTANT 
PRODUCTION MANAGER 
Walter R. Schulze 

Farson, Huff & Northlich 


ed ¢ © black & white 
4 : © color process 
for letterpress 
xo 


Z © color offset 
QUALITY CONTROLLED TO PUBLICATION STANDARDS Z 


reproduction 


JAHN & OLLIER ENGRAVING COMPANY 


Chicago's largest fine photoengraving plant... 817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 


. for more details circle 906, page 97 
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2 GREAT PLANTS 


CHICAGO e JERSEY CITY 


serving the nation’s leading 
Lithographers wi Display Brokers, 
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Construction, Motion, Lightin . 
ECONOMICAL PRODUCTION 
DUAL DISTRIBUTION 
2 identically equipped plants (each the largest of its kind in the U. S.) 
days and dol ti 


slice ollars from production and distribution of display \ 
campaigns. 


CY alata 


{ i Consult your Lithographer or Display Broker about this unique service 


| 4 
ge MLICUe gp World’s Largest Mounters and Finishers of Advertising Displays | aS 
s “4 
2). ArveY CORPORATION oR 
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“nr, a Since 1905 PLANTS: 3462 N. Kimball Avenue, Chicago 18 
MSE apne ® 300 N. Communi Avenue, Jersey City 4 
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. . for more details circle 862, page 97 





